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Advertised OUTDOORS...Enjoyed INDOORS 


...1n Seagram’s major markets 


isS. Clark, Advertising Man coverage. Painted-rotary displays give 
Seagram.- Distillers Company us flexibility. (They can be moved from 
location to location.) Our ‘spectacular’ 
igram’s, we never spend a dol gives us maximum visual impact and 

i medium that hasn't proved helps us maintain our prestige image 
Outdoor work and “You might say that more Seagram's 

Outdoor Advertising gives us is enjoyed indoors because it’s adver 

d outdoor result tised outdoors.” 

lake Chicago, for example. It is What can outdoor do for your prod 
ne of Seagram's biggest markets— and ucts? Why not call your local GOA 
outdoor plays a big part in it. In the office or have your secretary drop us a 
Windy City we use three types of out line in Chicago. We'll get all the facts 


door. 24-sheet posters give us city-wide to you faster than you can say GOA! 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Illinois 


She looks... She looks again... 


and again... 


EXPOSURE POWER MOVES MERCHANDISE 


McCALL’S Just as in the case of the cat and the number of times a read pich up 
EXPOSURE goldfish, the more calls a salesman 
POWER: makes, the more chance lication. Some magazines have more 


make a sale...the more times ; exposure power than others. McCall 
* woman stops and looks in a store win or instance, has an exposure power 


dow, the more chances the merchan 


and reads an average issue of a pub 


average reading day more 
se aye t we bought , 
dise displayed has to be boug/ that of some other lead 


The seven publications surveyed in Reader's 
Digest’s “A Study of Seven Publications”, 
ranked by their Average Reading Days, or . 
Exposure Power more likely she’ll see and responce greater opportunity 

AVERAGE the advertisements it contain verti 
PUBLICATION READING DAYS 


Similarly, the more times ¢ g magazines measured in the 


picks up and reads a magazine , giving the adver 


ement 
That’s the principle of exposure reader, (se 
Reader's Digest 5.3 
McCALL’S 49 

media measurement brought out by 


A yne rool of the 
H k 4) ; : dynamic proof of th 
Good Housekeeping the Reader’s Digest’s recent “A Study 


power, the dynamic new yardstick for McCall’s 4.9 « 


Saturday Evening Post 1.8 editorial features and it | 
Look 1.5 ognized philosophy of Togethe 
Life 1.3 Exposure power, or “Average Read which inspires the buying de 
This Week 1.0 ing Days,” establishes the minimum of the woman and her 


of Seven Publication 


family 


Source, “A Study of Seven Publications,’ conducted 
by Alfred Politz Research, Inc., sponsored and copy 
righted by The Reoder's Digest, whose report wos 


j ® 
opproved by the Advertising Research Foundation / > ‘ 1 | 
\ Kk lal te) the maganione of Togalh ennend 
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THE 


LANDING 


STRIP 


as seen by 


JOHN BURGOYNE 


Weve already noted in this 
column mcptiie of the hoop de doo 
that goes in cigarette advertising 
like the tattoo business, frinstance 
When we traverse in retrospect the 
entire gamut of cigarette ads from 
pecial tobacco ingredients through 
the war of the filters and the con 
ideration of cancer it becomes 
easy to see why a song titled “I'm 
All Shook Up’ hould catch hold 
and linger in the popular faney 
Watching the great Cardini do his 
tuff with the coffin nails it occurred 
to us that he ays nary a word 
from the beginning to the end of 
hi pecta ular performance What 
i crasher it would be to get an en 
dorsement from him for some brand 
of butt 


er, the taste, the 
nt the pac kage or any such 
tull as that there, but just on 
that they lit up faster 
md went out (qua ker Phe perfect 
moke for a heaman in a hurry 
ind that's you and me, brother! 
Some little fellers won't hardly 
drink no milk at all less'’n it ill 
mucddied up with chocolate in one 
form o nother \ manufacturer 
in the field thought he'd intrigue 
the young’uns with a cubed cocoa 
product. Burgoyne was on the ground 
floor for test operation natch! He 
toted the progre record im stores im 
Cedar Rapids, Louisville, and Char 
lotte mad the manutacturet ex 
panded his lumpy operations for a 
bigver share of the cocoa busine 
Yessir! It's for sure! You grab 
olor telephone you got when 
i fast answer on what goer 
market. This Burgoyne 


inswer-getter in the 


We Cave YE 4 
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HIGHLIGHTS 


SALES FORCE CONSOLIDATION 


... 18 a beautiful theory of cost saving. ‘Trouble is, it doesn’t 
always work. Here, top corporate thinking on straddle selling 
is revealed by 11 companies which have had to face the question ; 
and have found their own answers. 


THE WAY TO THE SALES GOLD 


For 40 companies on the ANPA list of 100 top advertisers in 
1956, the path to rose-colored profits included a highly-stepped 
up ad- ertising schedule ; increases of 50% or more in advertising 
invescments. Procter & Gamble, second in the top 100, increased 
its ad budget 60%, from $49 million in 1955, to $79 million 
last year. Biggest percentage increase was chalked up by Brown 
& Williamson ‘Tobacco with 340% ; $4 million in 1955, $17.6 
million last year, to boost the firm to 16th ranking. 


TIME TO FLY HIGH WHEN SALES GO DOWN 


First quarter sales figures were far from encouraging to Easy 
Appliances, a division of Murray Corp. of America. ‘The rate 
of decrease: down 9% ‘Do counteract this, Easy turned the 
company airplane into an emergency Strategic Air Command 
and flew its top men all over the country for sales-bolstering 
hash sessions with distributors. Result: automatic washer sales 
up 23% and a 12% increase for the complete line. 


A GRAND SLAM FOR LINE MATERIAL 


A baseball contest where the player does nothing but hope (and 
maybe win) is enabling Line Material, a division of McGraw 
I-dison Co., to rack up more and more runs on the sales score 
board. ““Always play ball with the customer” has really become 
the company motto since 5,000 registered for the L-M contest. 


WHITE KING GETS A NEW HOME 


A redesigned package—available in three colors—and a removy 
able label which leaves no product advertising, is the latest 
dressing for White King Cleanser; a soap product sold primarily 
on the West Coast. Since this new package was introduced 


in April, White King’s sales have tripled. 52 


- Audit Associated National - Magazine 
@: a Business Ng P Business MPA Publishers 


Circulations - Publications Publications Association 


SALES MANAGEMENT, with which Is incorporated PROGRESS. Is published the first and third Fridey of 
every month, except in May, July, September and November when a third issue is published on the tenth of 
the month. Affiliated with Billi Brothers Publishing Corp, Entered as second ciess matter May 27, 1942, 
at the Post Office, East Stroudsburg, Pa.. under tne act of March 3, 1879. Publicetion loriatio) offices. 
4 North Crystal St., East Stroudsburg, Pa. Address mail to 386 Fourth Avenue, New York 16, N. Y 
SALES MEETINGS, Part I! of Seles Management, is issued six times @ year—in January, Merch, Mey 
July, September and November. Editorial and production offices: 1212 Chestnut Street, Philadelphia 7, Pe. 
WaAlnut 3-1788; Philip Harrison, General Manager: Robert Letwin, Editor. 
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INTRODUCING THE CHALLENGER ... TETRA PAK! ‘Tn VIRGINIL A 


This lightweight, Swedish package called ‘Tetra Pak may be 
new to these shores, but already its four American licensees have 
an eye cocked to the top spot in dairy paper container sales 


letra Pak’s edge: a claimed 40% savings over conventional 
paper cartons, 


CLOSE-UP OF A KIT 


‘Portables come to life with RCA batteries,” is the selling point 
of this year’s promotional campaign kit for Radio Corporation of 
America Battery Division. But for distributors and dealers, the 
kit has made “profits come to life.” 


SALES LEADERSHIP PANEL 


SALES MANAGEMENT has established the Sales Leadership 
Panel to draw from 1,300 executives with marketing functions 
their views on marketing and the people in it. Panel members 
in their first report, say how much they are reimbursed for com 
pany entertainment, how they say “no” to other salesmen, how 
many have been questioned about their income taxes, what they 
plan to buy for own use. 


..BUY the 


ibis ROANOKE 


Television Market!" 


Advertising 
Forty ‘'Biggest'’ Advertisers Boosted Budgets More than 50°, 

The Roanoke Television Market 
Packaging comprises 2% million people, 
Redesigned Package Triples Sales for White King Cleanser over 2 billion dollars retail 
Tetra Pak is Here to Challenge Paper Milk Containers sales, and is generally credited 


with over 300,000 television 


Sales Aids hemes. 
When You Can't Take Your Demonstrations to Prospects 
One WDBJ-TV program, “Top ‘O 


The Mornin hich is local-live 
Sales Management sites ape eS ee ees 


Straddle Selling or Specialization—Or Something in Between? 


against strong network competition 
Monday through Friday between 7:00 
and 8:00 A. M has this (largely 


Sales Promotion unsolicited) mail record for the first 


Baseball Contest Scores High With Line Material’s Customers quarter of 1957 

@ 4,496 pieces of mail 
Sales Strategy 407 d citi 
Air Raid on the Sales Front ? ar ae awe 


* 72 counties 
Sales Leadership Panel o 3 states (Va., W. Va., N.C.) 
What You Told Us About You! For full details, call Peters, Griffin, Wood- 


ward—or WOBJ-Television! 


DEPARTMENTS AND SERVICES 


Advertisers’ Index 107 Marketing Pictograph 
Corporate Close-up 12 Sales Gains & Losses 
Editorials 7 Sales Promotion at Work 
Executive Shifts Sales Promotion Idea File * 
High Spot Cities 98 Scratch Pad ROANOKE, VA. 
Human Side 64 Significant Trends 
Letters 21 They're in the News 


Mail Promotion 72 Tools for Selling , r 
the sc. 
Worth Writing For 85 e Times-World Corp. 


Owned and operated by 


AUGUST 2 1957 


MONTGOMERY COUNTY, PA. 


PA., that is, 


BEST FOR AUTOMOBILE SALES 


S.M “Survey of Buying Power” 1957—Motor Age “Automotive Marketing 
Guide™ 1956 repo families and passenger car registration as follows: 


Montyome ry 
Philadelphia 


Delaware 


County 127,900 families own 1 
si 638,000 a sl 
146,700 + l 


),991 pass. cars 
75,700 ‘ 


1( 
28,507 
13,481 
73,744 
ote) Montgomery county is the only one of this 4 county market owning 
per family while Philadelphia County is short nearly 
to families. Nearly everybody reads newspapers, or scans TV 
but in one of these counties nearly 200,000 reader families or lookers have 
no interest in gasoline, auto repair service, ete 


more passengers cars 
2400 O00 cur 


buying cars 


ontyomery 


county’s No. 1 newspaper the Times Herald first for 
capita automotive & gas Nearly all our readers 
serviced and replaced 


™ Times Herald 


NORRISTOWN, PA. 


National Representative: The Julius Mathews Special Agency 


station sales 
or more automobiles to he 


Your Keys to Western Virginia 


Rounohe Worid- Mees 


ROANOKE ‘JS 
WORLD-NEWS 


Pe-1nne, ~ 1% ale - ye 
100% coverage in Roanoke County 


° 100% coverage in 61 principal cities & towns 


«\ s > 


a 


64% coverage in the 16-county primary market . 


DOMINANT COVERAGE OF THIS COMPLETELY 
INDEPENDENT, HALF-BILLION DOLLAR MARKET 


For full information write Sawyer + Ferguson > Walker Company, Nat al Reg 
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MODERN ROMANCES 
LEADS 
THE BABY PARADE! 


The chart below shows that for the first half of 1957, Modern Romances leads 
all magazines for editorial linage on babies! This means that young mothers can 
turn to Modern Romances for more helpful information on baby care and training 


than is given in any other magazine published. 


And the millions of young mothers who read Modern Romances month after 
month rely heavily on its baby section because they know it’s a magazine edited 
especially with their babies’ needs in mind. This section not only helps them to 
bring up baby, it helps them select what’s best for baby...it puts them in a 
particularly receptive mood for your advertising message. 

Your sales message reaches one of the greatest available concentrations of young 
mothers in Modern Romances, as many leading manufacturers of baby, home and 
food products have discovered. These young homemakers like to buy from its 
pages because it’s a magazine they know they can trust. Sell them your product 


in Modern Romances 


EDITORIAL LINAGE ON BABIES-Jan.-—June, 1957 


Top 10 Magazines 


Lines Pages 
MODERN ROMANCES 12,584 29.3 
Parents’ 11,159 26.0 
McCall's 8,840 13.0 
Ladies’ Home Journal 8,674 12.8 
Look 4,080 6.0 
Good Housekeeping 3,855 9.0 
Grit . 3,680 3.7 
Living 3,468 5.5 
True Confessions 3,441 8.0 
True Story 2,288 5.3 


CHP PNOKHE WH 


— 


Source; The independent Lloyd Hall Research Bureau 


Modern Romances 


The Romance-Service Magazine for America’s Youngest Marricd Woman Audience 


DELL Publishing Company, Inc., 261 Fifth Avenue, New York 16, New York 


AUGUST 2 1957 5 


e who 


- peopl 
leas for peol trermilk 


‘ 
sop » dort like bu 


think the 


like butter enith You 4 
egy oe a trams” 


ody 


Comforting news for sweltering Americans this summer was Buttermilk magic from Foremost. America’s third-largest 
introduction of the new Phileo Bantam 12 air conditione: producer of dairy products, makes luscious reading in The 

lhe world’s first take-home air conditioner, the Bantam 12 Saturday Evening Post, Parents’ Magazine, Good Housekeeping 
culled for an entirely new advertising approach, Campaign and Sunset. This campaign introduces new dairy products and 
theme: “Take it home today, be cool tonight!” After announce shows new ways to enjoy such familiar items as buttermilk 
ents in The Saturday Evening Post and Life, dramatic news Cool food and beverage ideas from Foremost also appear in 


paper ad» like this helped spur sales all across the country newspapers in over 200 major markets, BBDO San Francisco 


“Out of the lush fairy-tale splendor of the Orient So Better-ness, says the Timken Roller-Bearing Company, means 
Revlor live TV commercial to introdu its new lip a more daring, imaginative and efficient way of doing things 
tilenamel shade, “Persian Melon.” Complete with It’s the heart of their success. Through BBDO Cleveland, thei: 

mmer fashion news and soft pireture-making word national magazine and business-paper campaign is winning a 
broadcast the night of June 11 on “The crusade to sell railroads on the advantages of Timken bearings 

$64,000 Question.” Stores country-wide felt the impact of this for freight cars. This year, they're pioneering again with a net 


re hade promotion, and sales took off like a magic carpet work TV show —to sell their Better-ness to all industry 


BATTEN, BARTON, DURSTINE & OSBORN, INC., ADVERTISING 


aK ATLANTA posto BUFFALO CHICALO LEVELAND DALLA® betTnort HOLT Y woot ys ANCELE ’ 


rit H+ SAN FRANCISCO WATTLE TORONTO 
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Some publications, like some people, seem to have “it.”” One of 
these is Playboy, which is in the happy position of being one of the 
most talked-about new magazines in the country today. CAN You MATCH 
Despite all this discussion, many an advertiser and many a media 
buver has wondered if it is true, as claimed, that Playboy has been THIS FOR VALUE 9 
able to turn a profit on its circulation. The demise of Collier's and ® 


Woman's Home Companion at the time when both publications had 

their largest circulations, is a vivid reminder that mass circulation + A 12-month national advertising campaign .. . 
is no guarantee of health. Crowell-Collier’s then president, Paul C. 

Smith, wryly recalled last December how he lost a million dollar % To 68,000 product selectors... 
advertising contract because the prospect wanted to be assured that 

the magazines would still be in business at the end of the year. % In the 40,000 top plants... 

Hugh Hefner, 31-year-old founder and still 850 owner of In all 452 industries . .. 
Playboy, does not propose to lose his future because of spec ulation by * Making 4/Sths of the national product... 
the uninformed on how well he is doing. Hefner needs no reminder 
that businessmen preter to do business with an organization that 
knows how to make a profit. ‘Vo capitalize on the curiosity people 

have about the financial side of his magazine, Hefner has just dis FOR ONLY.. 


closed that, largely through circulation profit, Playboy netted in 


1956, before taxes, $169,982. Playboy’s gross from newsstand sales 
was $2,540,589. 


Hefner, who does not have to reveal his sales or profits, did so 
because he has his eye on a higher goal for his magazine. Last year 
he invested $376,655 in advertising promotion to promote the put 


. , : tandard ts 3% x 4% inches 
chase of space in Playboy, and in return he secured $130,826 from Stonderd space units J'8 2 46 inche 


Never over-shadowed by giant ads 
advertising space sales. So he made a net investment of at least 


$245,829. The true total must also include an undisclosed amount 
for paper, postage, and overhead. 


Saturate all your present markets 

Search out all NEW and unknown markets 
Cover your secondary markets 

Thrifty enough also to advertise sideline 


We wonder how many publishers and promotion people would avedaits 


back their faith in the future of their media with that kind of an 
investment? Tide, the magazine for advertising executives, in its 
autopsy on Crowell-Collier’s said “All departments reflected 


management’s extreme long-term reluctance to invest money in | . $1 020 
Z Six month campaign. . . , 


their publication properties.”” For example, in the ten years pre 


ceding its death, Collier's published 40 pages of advertising in the $175 
sales and advertising press, while Life ran 1,098 1 The Per month... 


pages and 


A blanket medium which mops up ALL markets! 


Saturday Evening Post, 1,035. 
This is the prize bargain package for industria 
marketers! There is ONLY ONE IEN 


Hefner and his magazine are young and, to many people, bumptious 
Industrial Equipment News Originator of 


but Hefner is not afraid to plow back his earnings in anticipation 
of even more rapid, profit making growth, Product-news publishing Mos! advertised 
in business paper! 

Details? Send for complete Data File and 


booklet Your Markets Are Changing 


So There Are No More Pioneers! 


For several weeks, each time we have boarded a New York Cit 
} 


ubway in, we have looked with interest at an attracti ely de Industrial 
that the lady korks , 


signed advertising card declares trom (srand 


ant risk being a pioneer... she's always itisfied most “ th a & ° t 
f rand that snl ade a name tor itself ! quipmen 
That piece of copy 1s the urrent idvertising theme of ‘ News rounsee 1998 


Names Foundation. P ing - 


PRODUCT INFORMATION HEADQUARTERS 
} | | } CED 56 Eighth Avenue, New York I, N.Y. 
puce the E-deel, which the firm has investe TTLLW . . . Affiliated with Thomas Register 


a 


t has set us to wondering: 


Is ord a tool to intro 


$250 million to pioneer ¢ 
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Now only the 4 


largest U.S. cities* have 
newspapers with more 
circulation than the 


Minneapolis Sunday Tribune 


625 000— 


In Min nd South Dakota, western Wisconsin 
— Oe 


“° UPPER 
MIDWEST ws 


mmnaarous % * 


*New York « Chicago « Los Angeles « Philadelphia 


Minneapolis Star 2x7 Tribune 


EVENING . MORNING and SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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Has it been stupid of the major cigaret companies to introduce 
their filter-tip brands under new names? 


Why did Procter and Gamble take the risk of introducing Vide? 


Is [the fabulous success of ] Carter Products’ Milltown something 
that another company should not try to duplicate? 


Is it senseless for I'V producers to “create’’ new stars? 


Is it a fluke that Hugh Hefner’s Playboy has carved a niche for 
itself in the magazine world? 


Why should an embryo industrialist bother to secure recognition 
for his new products, his new company, and his new brand name? 


Should people cease buying General Food’s sensational new Good 
Season salad dressing? 


‘The answer to these questions is obvious: It has already been given 
as a resounding “no” by millions of consumers who are happily 
buying and using these new products, most of which did not exist 
in anyone’s mind a few years ago. 


Mr. and Mrs. American Consumer, and their industrial counter 
parts, blithely ignore old, established brand names if a new firm, o1 
an old firm, brings out new products and new brand names with merit. 


Let’s never begin to think that there is anything sacred or superior 
about an established product or a brand name. 


Strengthened Competition 


One of the big beneficiaries of plans that brings industry com 
petitors together in industry-sponsored promotions in the magazine 
publishing industry. One of the most spectacular industry promotions 
is being conducted by makers of men’s and boys’ wear. ‘This new 
group has placed many pages of advertising in magazines in the past 
year for the benefit of all firms in the industry. 


Now the Magazine Publishers Association, itself, is getting in 
step with the thinking of many of the customers of its members. 
The promotional arm of the industry, Magazine Advertising Bureau 
and the Magazine Publishers Association will merge on January 1. 


It is also contemplated that Publishers Information Bureau, a 
non-profit advertising research and information organization, will be 
included in the merger. All the major trade associations and promo 
tional activities of the consumer magazine industry would thus be 
united under the leadership of Magazine Publishers Association. 


‘The most potent competitor ot one magazine is not necessarily 
another magazine with comparable characteristics of circulation, o1 
audience appeal. ‘The gravest competition comes from other media 

newspapers and television-radio just to name two big ones. 


It would be difficult to find a manufacturer of waxed paper, for 
example, who would seriously contend that his major competitor ts 
another maker of waxed paper. ‘The greatest inroads into the estab 
lished waxed paper industry have been made by the makers of 
aluminum foil. Reynolds, which pioneered the development of foil 
and which now enjoys some 75% of a vastly enlarged market, has 
shown how a company in an entirely different industry, offering an 
entirely new conception of wrapping, can cut a wide swath. 


So our congratulations to the consumer magazine publishers in 
MPA and MAB on their merger. With this step, the industry will 
be in a position to offer more services more effectively to its customers 
and prospects. Advertisers and their agencies welcome the help. 
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Excerpt from 
Starch 51st Consumer 
Magazine Report: 


se , ni 

F 35% of all 
¢lks Magazine 
6 households surveyed 


i spent more than $500 


' 


for wearing apparel 
during the past 12 months. This } 
is exceeded by only 4 of 
the 54 magazines 
\ appearing in the 
*e report. 


1,176,014 Elks 
comprise a mass 
market with class 
incomes the median 
of which is $6.050. 
The Starch 5lst 
Consumer Magazine 
Report gives the 
complete picture 
Just write or phone to 
see a copy 


MAGAZINE 


New York Los Angeles 
Chicago Portland, Ore. 


you get 


Safety ang 


as 


servic 
with Wheaton 


Household goods, office and ex- 
hibits are safe in the hands of 
the Wheaton organization. 
Prompt, dependable long-dis- 
tance service from coast to coast. 


FREE Moving Day Kit 
—full of helps, labels, address cards, 
to all personnel transfers, 
Call your local 
Wheaton Agent (500 
Agents — all principal 
cities) of write to 


Wheaton 


Van Litt Yu 


" 


LONG DISTANCE MOVING 
“the safest distance between two points’ 
Western affiliate: 

LYON VAN LINES, Inc. 


Los Angeles, California 


however you analyze it... 


SPOKANE 
MARKET 


Total Spokane Market 
The self-contained 
Inland Empire 


Metropolitan Concept merely flirts with Full Potential of this Big Market 


Effective Income: $1,922,915,000 
Retail Sales: $1,287,109,000 
Families: 346,300 (Population: 1,108,200) 


The Spokesman-Review and Spokane Daily 
Chronicle reach 5 out of 10 families 


Retail Trading Zone’ 
One of the largest areas 
in the nation 


Effective Income: $1,186,915,000 
Retail Sales: $ 760,054,000 
Families: 201,800 (Population: 645,100) 


The Spokesman-Review and Spokane Daily 
Chronicle reach 8 out of 10 families 


Metropolitan Spokane 
Hub and trading center 
of the Inland Empire 


Totals ave « lat 


Effective Income: $519,983,000 
Retail Sales $338,221 ,000 
Families; 87,500 (Population: 267,800) 


The Spokesman-Review and Spokane Daily 
Chronicle reach 10 out of 10 families 


, Popul wh holds, income, sales: Sales Manag , 1957; Circulation: ABC Audit Report, March 31, 1956 
“24 complete counties shown. Latest dota, with exception of circulation, unavailable for ports of counties defined by ABC 
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MONT ANA 
WASHINGTON 


-_ 
Portland 


ee 


OREGON IDAHO 


4 times as b 
as it looks ! 


it’s One Big Exception to metropolitan area concept 


If you’re selecting markets by metropolitan areas, remember this 
some markets were formed by nature and are too well-integrated, 
physically, socially, economically, to be considered in fragments. Such 
is the Spokane Market—which is just too rich and rewarding to be 
undersold. Analyze it by population incom« and retail sales 
it’s 4 times as big as its metropolitan center. What's more, you sell it all 
when you “ A-schedule’’ Spokane 's two big neu spapers — I he Spokesman Revieu 
and Spokane Daily Chronicle. 


THE SPOKESMAN-REVIEW i Co 
the Inland Empire 
like 


SPOKANE DaiLty CHRONICLE fgg 


1 out of every 


Advertising Representatives: Cresmer & Woodward, Inc. Sunday Spoke man-Review carne Metro Sunday comus and Thi Week mapazine 


2 families 


complete 
coverage 


f 
MEDIUM 0) ermnmnn uge ll 


» 
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< oS and SMALL 


SEZ 
metalworking 
plants eee 


only modern machine shop 
offers you... 


Largest circulation. ..... ....52,000 
Largest number of 
plants covered....... ... 33,000 


Lowest cost per thousand. . just $6.15 


Plus outstanding proof of advertising 
results: In 1956, Modern Machine Shop 
carried more pages of advertising than 
any other metalworking monthly ! 

With Modern Machine Shop's massive 
circulation, you get the most complete 
coverage of all metalworking plants 
large, medium and small—plus deep 
penetration of the larger plants. Its good, 
big circulation is scientifically designed 
to do a thorough job in America’s biggest 
industry! 

For results you can see, put your 

money where your market is... in 


modern machine shop N'B P| 
431 Main Street, Cincinnati 2, Ohio 


Also publishers of Products Finishing 
and Products Finishing Directory 
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CORPORATE CLOSE-UP 


Tidewater's Tide Rising? 


‘Two young brothers are out to double Tidewater Oil Company's 
3.75% share of the East Coast petroleum market. A clear-cut 
problem, reminiscent of college economics, faces medium-built former 
Princeton freshman George Franklin Getty II, 33, currently a 
director, vice-president and general manager of the Eastern Division. 
Sharing the assignment is his mustachioed, taller, heavier, brother by 
their father’s third marriage, Jean Ronald Getty, 27, director and 
administrative vice-president for marketing. 


‘Tidewater has a brand new $200-million Delaware refinery 
with the largest initial capacity of any petroleum facility erected 
at one time. Its potential of 130,000 barrels a day of Flying A 
gasoline and Veedol motor oil can increase Tidewater’s East Coast 
supply to twice the present demand. 


An interested observer of how well the brothers succeed will be 
their father, Jean Paul Getty, 64, with holdings totaling more than 
$1 billion in assets. As 81% owner of Getty Oil Co., (1956 sales, 
$16 million), he controls through it 65.1% of Tidewater (1956 
sales, $522 million) and 59.4% of Skelly Oil Co. (1956 sales, $251 
million). A possible but improbable merger would put Getty in the 
same sales league as Sun Oil Co., some 10 places below Standard 
Oil Co. (N.J.) with 1956 sales of $7 billion. The Oxford-educated 
senior Getty also owns virtually 100% of such diverse operations 
as Spartan Aircraft Co., New York’s Hotel Pierre, and other oil, 
real estate and insurance firms. Married five times, he has five sons. 


‘The two older brothers began their ‘Tidewater assignment by 
singling out the market segment on which to pin their expansion 
hopes. They decided that sales could most profitably hitch a ride 
in urban areas and primarily with the commuting motorist. Doubling 
the volume called for doubling the advertising budget, they reasoned, 
and liberal use is being made of outdoor signs and _ full-page 
newspaper ads. Slogan: “The best refinery makes the best gasoline.” 


In George’s rush to the top his assignments included Saudi 
Arabian manager for Getty Oil; production manager of Spartan 
Aircraft, now making house trailers exclusively; president of 
Minnehoma Financial and Insurance Companies, and directorship 
of the family enterprises. Ronald followed graduation from the 
University of Southern California with studies at Zurich and 
Heidelberg. He sold Veedol oil in Germany and managed exports 
in Europe, Africa and the Middle East. 


During George's year in the New York divisional headquarters, 
he has thrown out the old philosophy of “operating convenience”’ 
under which “nothing was growing.’ He early announced, ‘As of 
today we all have one day’s seniority.”’ A few retirements followed. 
Other new elements are additional dealer and distributor outlets 
now being acquired by purchase and franchise. Realignment of terri 
tories is producing such logical changes as the transfer to Metropolitan 
New York of North Jersey, from the Philadelphia office, and 
suburban Connecticut, from the Boston office. The overall strategy 
is to market full production as close to Delaware as possible. But 
if necessary new territories will be opened in previously untouched 
Maine, the Carolinas and Florida. ‘Tidewater is now in 31 states 
and the District of Columbia. 


The remaining problem: If Tidewater’s tide rises, who is going 
to give ground? The market is tight and both customers and 
competitors vividly recall New Jersey's bloody price war when The 
California Oil Co. rammed in its Calso products 10 years ago. 
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ws Commander Whitehead is one of the 
world famous men included in the 
current This Week “Picture Poll” 


“Are Men Better Looking With Beards?" 


in the July 28th issue of 


advertising will be read by more people in This Week Mag 
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COMMANDER WHITEHEAD 


azine than in any other publeation 
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This Woe ‘h 


Coronado 


LANCASTER, P 
NBC and CBS 


STEINMAN STATION 
Clair McCollough, Pres. 


The MEEKER Company, 


covered a vast territory... 


Francisco Vasquez de Coronado, sixteenth- 


entury Spanish explorer, ranged over thou- 


sands of miles 


it 


in his search for the Seven 


Cities of Cibola and their golden treasure 


today 
WGAL-TV covers 
a vast MARKET territory 


3% million people 

in 1,015,655 families 
owning 917,320 TV sets 
earning $6 billion annually 


buying consumer goods that add up to 
$3% billion annually in retail sales 


It's the coverage that makes WGAL-TV 
America’s 10th TV Market! 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by the Editors 


PRICE OF ERRORS IS GOING UP! If you've 
“goofed” lately, you know what we mean. There 
was a time when you chalked poor decisions up to 
experience and got away with it. Now, even a tiny 
flub in gauging the market can show up in red ink 
on the balance sheet. 


Take new product introductions, for example. It's 
been estimated that today it takes $1 million to 
put a new food product on the grocer’s shelves 
nationally . . . and it takes several years to get this 
money back, even if you’re successful. But still, the 
majority of new products fail, and these failures are 
getting increasingly hard to shrug off. 


In the first place (here we're talking about all prod- 
ucts, not just grocery items), manufacturing and 
sales costs are considerably higher than they were 
even five years ago. Also profit margins are gener- 
ally lower and consequently the break even point 
for a new product is up from what it used to be. 
It’s more important than ever to be sure you've got 
the right new item. No guessing allowed! 


The safe way, it might seem, to avoid new product 
failures would be to stick to the old triec and true 
lines. But, if the experts are right, tomorrow’s big 
sellers are being introduced today and yesterday's 
favorites are slated for the scrap heap. Innovation 
in products is a must, Let’s face it: Between 50% 
and 65% of all consumer products being manufac- 
tured today either did not exist in 1950 or have 
been radically redesigned since that date. This 
figure is even higher in certain categories. A spokes- 
man for the appliance field says the figure runs to 
95% in his line. A business-machine maker esti- 
mates 85% for his industry. And perhaps 70% of 
today’s machine tools are “new,” says an expert in 
that business. 


Chances for costly mistakes are numerous, even if 
you aren’t introducing a new line. How many im- 
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portant questions, such as the following, will you 
have to answer in the next six months: 


Should I raise the selling price? Inflation has 
boosted your costs at least 3% to 4% in the past 
year. Yet, it’s hard to be sure that these new costs 
can be passed on to the consumer. Suppose the 
consumer resists? Suppose your competitors main- 
tain a lower price structure? Then what? You'll 
stand the chance of having a costly error in judg- 
ment marked up against you. 


Should I increase my discount rate? Your repre- 
sentatives, your dealers have had increased costs, 
too. Maybe increasing their percentage will in- 
crease sales. On the other hand, such an increase 
—without a rise in sales—might rob you of profit. 


Should I cut my advertising budget, or increase it? 
There’s always a temptation to “save” money by 
reducing advertising and promotion outlays, By so 
doing you can sometimes doctor up the year’s profit 
picture. But products inadequately supported by 
effective advertising—even for a short time—tend 
to lose consumer preference—quickly. Switching 
a customer back to your product is much, much 
harder than making him convert the first time 


You also chance making a costly error in judgment 
if you hesitate to increase your advertising when 
market or competitive conditions demand it, Ex- 
perience has taught many executives that rigid 
formulas are dangerous in sales. Today, “x” dollars 


“ 


for advertising, or “x” percent of sales for promo 


‘ 


tion, may be right; tomorrow, “x” may not even be 
close to what’s needed to do the same job. 


Perhaps we're being negative in stressing the “high 
price of errors.” There’s another side to the coin: 
“Smart decisions pay off better than ever.” This is 
generally true despite current low profit margins. 
Markets are bigger, richer and highly responsive. 
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(continued ) 


Significant Trends 


The rewards for competence are greater, just as 
the penalties for incompetence have increased. 


The stakes are up in the poker game! We started 
Out playing penny ante and now we're dollar limit. 
The game’s the same, except we'd better play it a 
little more carefully. No more trying to draw to 
fill inside straights; no more irresponsible raising. 
Let's play each hand professionally and maybe 
we'll end up in the chips. 


HOW SALES ARE LOST. Last week—which in 
our area was “seasonably warm”—we saw a perfect 
example of how important it is for a manufacturer 
to make sure that retail stores keep stocked with his 
full line. We wanted to get a specific General Elec- 
tric 20-inch fan which bears the G-E code #W6. 
We went to four different stores and none of them 
had the item. One said it was on order, another 
reported that his distributor was out of stock, and 
two merely replied that they didn’t have it. 


What was really shocking was that in not a single 
store did the person who waited on us try to sell 
us another General Electric fan, despite the fact 
that all of them had several varieties; neither did 
they try to sell us any of several competitive makes. 


What the hell has happened to retail selling? 


IMPRESSING THE PRESS. We attend a lot of 
press parties. Some are pleasant, some are dull, 
and a few are worth-while. Recently, we ran into 
a streak of good luck and attended two of them 
that were outstanding. Also, they suggest a pattern 


that we hope will be followed by others, 


he first was in Chicago, where we were a guest of 
ad agency Marsteller, Rickard, Gebhardt and Reed, 
Inc., and its public relations affiliate Burson-Mar- 
steller Associates. It was a day-and-a-half farm 
forum during which we and some 50 farm pub- 
lication editors were given first-rate presentations 
by five of MRG&R’s clients. All of us, as editors, 
liked the time- and travel-saving feature of this 
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five-in-one meeting. But, more significant, the 
agency’s clients benefited jointly as they couldn't 
possibly have if each had held a separate press 
meeting. 


While each of the five companies is important in 
the agricultural field, it is doubtful that any one of 
them could single-handedly pull 50 busy farm 
editors to one place for a full airing of its product 
line and marketing plans. The publications rep- 
resented have a combined circulation of nearly 35 
million. The cost to each client, the way the agency 
set it up, was only $750—terrifically low consider- 
ing the potential public relations value of the con- 
ference. 


Another nice thing about a combined meeting such 
as this is that the company representatives were of 
somewhat higher rank than is usually the case. 
There were two presidents, plus a liberal sprinkling 
of v-p’s. Editors, of course, like to get their in- 
formation from company heads—like to get the 
facts directly from the top. 


The next week we attended a mid-summer Christ- 
mas party in New York at the invitation of Harshe- 
Rotman, Inc. The setting was a tinsel- and holly- 
decorated suite of the Barbizon Plaza, where ten 
of the agency’s clients had some 40 products dis- 
played as Christmas gifts. Background music was 
“Jingle Bells.” Outside temperature was 85°. 


With plenty of Harshe-Rotman and client personnel 
to guide us, we toured all the displays, talked to 
half a dozen sales managers and presidents, picked 
up news releases and a “Christmas present” and left 
well informed. The place was packed with editors 
—none of whom would have been able to attend 
ten separate press parties. Harshe-Rotman, like 
Marsteller, made a hit with the editors—and, at the 
same time, its clients had a good opportunity to tell 
their respective stories to the publications in which 
they were most interested. 


One of the more imaginative business gift sugges- 
tions was a $177 Mosler safe: “For the man who 
has everything—a place to put it!” 
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em tty th (ep PP? 
This Story of the Packaging Film That Changed Coffee Merchan- 
dising Can Better Your Product Protection And Your Profit Picture! 


Not too long ago, Stop & Shop and Colonial Stores—major grocery chains 
were involved with in-the-store grinding of coffee in order to offer their 

customers the freshness of fresh-ground coffee 

But it was robbing profits 

Maintenance of such machinery, spillage 


“wrong grinds” by bewildered 
customers, wasted floor space—all took their toll 


Today these chains have replaced all this with neat rows of bagged 


pre 
ground coffee 


its “fresh ground” flavor assured by bags lined with PLioritm 
by Goodyear 


This Goodyear Packaging Film has proved its toughness, its ability to 
protect a host of products against loss of sales appeal at extreme low cost 
It heat-seals easily to a lasting welded seal that locks in flavor, locks out 
moisture—and the film is not only greaseproof but extremely puncture 
resistant as well! 


Why not check in on how the crea- 


tive packaging, better protection and 


better selling made possible by i Va , a 


Goodyear Packaging Films can 


enhance your profit picture? Simply J i " GOOD, EAR | 


write: The Goodyear Packaging | ACKAGING 
Engineer, Packaging Films Dept. 
H-6434, Akron 16, Ohio. 


Piiofilm, a rubber hydrochioride —T.M. Thy 


Good things are better in 


« Goodyear Tire & Rubber Company, Akron, Ohio 
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action in business 


when you advertise in 


results 


“Industrial development is top-level selling — among 
owners, partners and ranking executives who plan expan- 
sion and select the sites,” says Walter S. Jackson, Adver- 
tising Manager, Chesapeake and Ohio Railway. 


Nation’s Business reaches these people for the C&O, 
Its 1957 schedule in Nation's Business is double that 
of 1956. 


And Neil E. MacMillan, Director of Advertising for 
the Economic Development Administration, Common- 
wealth of Puerto Rico, says: “Our industrial develop- 
ment advertising in Nation’s Business continues to pro- 


duce well. The response to the ad in your January issue 
is particularly gratifying.” 


Other plant-site advertisers echo the story of excep- 
tional results produced by Nation’s Business. They are 
joined by advertisers of practically every product and 
service of interest to businessmen. 


Nation’s Business gives you two things no other maga- 
zine in its field can give: (1) an audience composed pri- 
marily of the owners, partners, and presidents in manu- 
facturing, banking, retailing, wholesaling, construction, 
transportation, every type of business, nationwide—of its 
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Industrial development advertisers 


in Nation's Business 1956-57 


Baltimore & Ohio Railroad 

Bank of the Southwest 

British Columbia 

Chesapeake and Ohio Railway 

Colorado Department of Development 
Georgia Forward 

Georgia, State of 

Indiana Department of Commerce 
Minnesota Dept. of Business Development 
Missouri Div. of Resources & Development 
Missouri- Kansas- Texas Lines 

Missouri Pacific Lines 

The National State Bank of Newark 
Norfolk & Western Railway 

North Carolina Dept. of Conservation & Development 


Pennsylvania Department of Commerce 


Pennsylvania Railroad 

Puerto Rico, Commonwealth of 
Rhode Island Development Council 
San Jose Chamber of Commerce 
Texas Gas Transmission Corp. 
Union Pacific Railroad 

Utah Power & Light Co 


Western Pacific (Tidewater Southern Railway Co.) 


ion’s Business 


779,009 subscribers, 550,000 fall into these categories; ] 
(2) a circulation large enough to encompass the entire 
business market—the ranking executives of major pub- 
licly owned corporations as well as those important, 
upward-reaching smaller businesses which are the back- 
bone of our expanding economy. 

This explains the constantly growing productivity of ADVERTISING HEADQUARTERS: | 
Nation’s Business as an advertising medium. Advertising 711 THIRD AVENUE, NEW YORK 17, N.Y. 
linage for the first seven months of 1957 is up 17.1% Riedie = Cita © Clitiain 6 Geta 
ever the same period in 1956... and July is the 19th ° Pitre cei ms acon wwe 
consecutive month of linage gain. Action in business 
results when you advertise in Nation's Business. 


779,902 PAID CIRCULATION (A.B.C.), including 75,154 

executives of business-members of the National Chamber of 
Commerce and 704,586 businessmen who have personal 
subscriptions. 


Naw you can reach purchasing agents twice ad often 
STARTING 


JANUARY 1958 


PURCHASING magazine 


WILL PUBLISH 


26 ISSUES A YEAR 


To serve our readers and advertisers better, PURCHASING magazine begin- 
ning January 1958 will publish every other week. 

Vastly increased responsibilities have been placed on industrial purchasing 
people by top management. This has resulted in a mounting need among 
purchasing agents for up-to-the-minute news as well as methods 
information. 


And industrial marketers, recognizing the growing importance of purchas- 
ing agents to the sale of their products or services, will now be afforded 
better visibility, greater frequency of contact, and increased readership. 


The representative of PurCcHASING in your area will be most happy to — 
discuss with you in detail the additional advantages PuRCHASING magazine 
will offer you beginning January 1958. 


PAS ai ae C -Mast publicati 
PURCHASING seins enced: emai a 


LETTERS ToTHE Epitors 


auto allowances 


Epiror, SALES MANAGEMENT: 

I have just finished going back 
through the last fifteen or twenty 
copies of Sales Management attempt 
ing to find some information which 
I thought I had previously seen. Inas 
much as I could not find it, I am 
presenting the problem to you. 

In reviewing our expense account 
set-up for salesmen, we are trying to 
get an idea of what is proper as fat 
as milage allowance on automobiles. 
Do you have this information as a 
result of some survey you may have 
made? 

Robert G. Foote 


Sales Manager 
Kinkead Industries Inc. 
Chicago, III. 


> ‘To reader Robert G. Foote goes 
Sales Management’s reprint, “Auto 
Costs: Up this Year 4% to 7'!4%,” 
from the April 19, 1957 issue. Price: 


) 
£¢ 


blue chip giants 


Epiror, SALES MANAGEMENT: 

I shall appreciate receipt of ““How 
to Find and Sell ‘The Man When 
You Call on Blue Chip Giants,” 
reprint #525. 

I have been asked to prepare a con 
vention talk on the subject, ‘Techni- 
ques for Making Effective Presenta 
tions to Food Chain Store Execu 
tives.” Therefore, anything you have 
in your library on food chain buying 
habits, or how to sell food chain 
stores, or promotions that appeal to 
chain store buyers will also be appre 
ciated 

M. G. Murray, Jr 


Sales Manager, Southeastern Division 
Nehi Corp. 


Columbus, Georgia 


backtalk from railroads 


Epitor, SALES MANAGEMENT: 

You had a piece in your! June 
issue, [Editorials “Somebody's 
ways Sitting on a lack,” page 7] s 
gesting that railroads never explain or 
apologize to passengers when custom 
ary equipment of a particular train 
has to be omitted. 

| reported your criticism in the 
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July 8 Railway Age, and already, | 
have some evidence. One has to do 
with the New York Central, another 
the B & O, and another the Southern 
Pacific. | enclose one of the cards the 
S. P. uses in such cases. 

James G,. Lyne 
| dito 
Railway Age 


New York, N. ¥. 


> “Where is the Dome Lounge Car? 
Ordinarily one of the pleasant high 
lights of your journey on this stream 
liner would be a leisurely visit in our 
sky-wide and handsome Dome Lounge 
Car. But unfortunately today, this 
car is out of service and in the shop 
for a routine check-up. We are sorry 
you missed it this time, but you are 
invited to visit our substitute lounge 
car during the trip and we hope 
that the next time you're aboard, the 
Dome Lounge will be waiting to 
welcome you.” 

Southern Pacific 
The West's Largest Transportation 
oystem 


index to anniversaries 


Epiror, SALES MANAGEMENT: 
Where would I go to get a list of 

the firms in the U.S. who have 

reached their 100th Anniversary ? 


Joseph F. Wright 


Public Relations Director 
Hiram Walker Inc. 
Detroit, Mich. 


P ‘The best, fastest, and cheapest way 
to secure a list of firms which have 
reached their 100th Anniversary is to 
buy a copy of “Business Founding 
Date Directory” by Etna M. Kelley 
published by Morgan & Morgan, 101 
Park Avenue, New York 17, N. ¥ 


Price is $10. 


formal sales policies 


Eprror, SALES MANAGEMENT: 

One of our clients has asked us if 
we can help him locate some example 
of formal policies used by some con 
panies to guide their sales forces 

It occurred to us that perhaps your 
magazine would be the most logical 
place to inquire. The client is a good 


sized regional meat packer with a sales 


(continued on page 23) 
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RADIO & TELEVISION 


COMING! 


greatly expanded 
TV COVERAGE 
from a new 
1000 FT. 
TOWER! 


Scheduled in time for 


peak winter viewing. 


THE STATION 
OF MARKETING SUCCESS 


Proving again the tremendous 
importance of Newsweek’s 


com :-mu' ni-ca’'tive audience 


Circulation now topping 1,100,000" 


"=, Sindlinger total-audience 


tudies once again spotlight the news 
magazine field as America’s most 
powerful advertising force . . . and 
again reveal NEWSWEEK as the key 
magazine in this field. The sum-up 
of the Sindlinger findings: 
Magazine Circulation Probable Readers 
Bose Readership Per Copy 
NEWSWEEK 1,100,000 6,124,000 56 
Time 2,250,000 7,397,000 4.3 
U. 5. News & 


World Report 900,000 3,563,000 40 


Viewed from a dollars-and-cents 
standpoint, NEWSWEEK is seen even 
more than before as the out-front buy. 


The Sindlinger studies thus still 
further confirm the judgment of 
advertisers who, for the second half 

vear inarow, have given NEWSWEEK 
the biggest advertising page gains by 
far in the important news magazine 


ss 


Newsweek 


field —and the highest advertising 
revenue in NEWSWEEK history. 


THEY PASS ALONG IDEAS 
AS WELL AS THEIR MAGAZINE 


NEWSWEEK is edited to satisfy the 
mature minds and great interest 
range of communicative people. 


These are the ones with the 
dynamic capacity for influenc- 
ing the opinions and actions 
of others in their family, 
business, social and commu- 
_ nity relationships. 


Communicative people are America’s 
prime movers of minds and mer- 
chandise . . . and NEWSWEEK’s cir- 
culation, now topping 1,100,000, is 
comprised of the heaviest concentra- 
tion of executives and high-income 
families ever achieved by any maga- 
zine with one million or greater 
circulation. 


Statement by Sindlinger & Company, inc. 


The media data quoted above were 
obtained from copyrighted published 
reports of Sindlinger & Company, Inc., 
business analysts. This information is 
developed from Sindlinger & Company's 
continuous interviewing operation in 
which 1,000 interviews are conducted 
daily, every day of the year and con 
sistent standards of measurement are 
applied to every medium. Sindlinger & 
Company 'sstudies on media audience size 
and composition are not initiated or su 
pervised by any individual client but are 
made available as a copyrighted service 
to all interested business organizations 


« « «the magazine for com-mu‘ni-ca'tive people 


*Publisher's estimate 
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LETTERS 


torce of 25 men. He would like to 
establish a written policy covering 
most aspects of one relationship be- 
tween the company and its salesmen 
and guiding them in their work with 
customers. 

Has your magazine at any time 
ever published such a policy in article 
form or even in condensed form? If 
so, we are extremely anxious to ob- 
tain the issue, a reprint of the article 
or even a photostat of this article. 


Ted Bunn 


Central Advertising Agency, Inc. 
Lima, Ohio 


P Sales Management suggests from 
its back issues: 
1. 800 Models and Many Markets 
2. General Foods Organizes Man 
agement & Marketing “For the 
Next 10 Years” 
‘The One Man in Twenty 


executive cars 


Eprror, SALES MANAGEMENT: 

Do you have any survey indicating 
the number of corporations that sup 
ply company cars for officials use? 
By that we mean from the president 
to the sales manager. 


Elmer R. Nippes 


General Manager 
Wilson-Imperial Co. 
Newark, N. J. 


P You've suggested a good question 
tor a forthcoming Sales Management 
Sales Leadership Panel questionnaire. 


industrial sales help 


Epiror, SALES MANAGEMENT: 
We are manufacturers of machine 
tools for the metal working industry. 
I! am interested in comparing our 
sales organization structure with that 
of other companies selling the indus 
trial market but particularly of other 
machine tool companies. If you have 
published such information and it is 


A Frank Question to Management: 


Have you really put 
INCENTIVE 


In your incentive programs?’ 


A recent survey by Omega reveals that many com 
panies are not realizing the full benefit of their 
Incentive Programs. They are still awarding mer- 
chandise-prizes which are too quickly placed aside 
and forgotten. 

In contrast, the many distinguished companies 
who regularly award Omega watches have discov- 
ered that these superb timepieces are welcomed by 
their recipients with a special enthusiasm and 
sense of achievement... particularly when the 
award is a modern self-winding Omega or a strik 
ingly beautiful ladies’ gold or diamond-set creation 

Why not plan to give the watch your favored 
employees prefer for themselves, the watch inter 
nationally renowned as the official timepiece of 
the Olympic Games and holder of important 
accuracy records at leading observatories 


Omega offers a complete engraving 
and trade-mark reproduction service, 
in quantities. Suitably inscribed, the 
award of an Omega has permanence 
and invaluable prestige 


Illustrated: 


Seamaster Automatic $100 to $425 


THE WATCH THE WORLD HAS LEARNED 


available, I would like to receive it. ; 
T. R. Vauche: For free brochure on Omega Award Watches, priced from $75 to 

; Z : $1000, and details on how Omega and your local authorized Omega 

jeweler are prepared to assist you, mail this coupon to Award 
Watch Division, Omega, 655 Madison Avenue, New York 21, N.Y 


Niagara Machine & Tool Works 
Suffalo, N. Y. 


COMPANY 


: ; — ADDRESS 
> Competitors usually are willing to 


cooperate for the common good. So 
Sales Management would be sur 
prised if other machine tool builders 
will not exchange organization charts 


CITY 
INDIVIDUAI Tithe 


Estimated number of employees eligible for award watches 
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Leadership is a family affair 


John Quincy Adams, newly elected President, gazed reflectively at the 
portrait on the wall. How proud he must have felt following the footsteps 


of his illustrious father, John Adams, into the White House! 


Just as leadership was a tradition of the Adams family, so it is of the WKY 
Television System family of stations. This leadership has produced stations 


outstanding in their markets—the logical choice for your advertising. 


THE WKY TELEVISION SYSTEM, INC. 


WKY-TV Oklahoma City 
WKY Radio Oklahoma City 
WSFA-TV Montgomery 
WTVT Tampa-St. Petersburg 


Represented by the Katz Agency 
SALES MANAGEMENT 


Wor ECK CHILTON 


If you sell the department store market 
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> Se. Sa awa 
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can sell best in 


1957 


DEPARTMENT STORE 
EKCONOMIST 


... for the advertiser aiming at today’s $17 billion 
department store market, the successful sales 
approach is to influence the four distinct job levels 
that share the responsibility for volume buying 
and for movement of merchandise. These are the 
buyers, merchandise managers, top management, 
promotion and display department heads. DSE, 
with a circulation over 29,700, blankets this 
market monthly. It reaches—and influences 

more than 28,000 retail store executives (including 
280 resident buying offices), some 700 wholesalers, 
and more than 1000 trade subscribers. For all of 
them, DSE is the authoritative guide in the selec- 
tion, promotion and sale of the wide variety of 
consumer products which attain major distribu- 
tion through the some 11,000 retailers which con 
stitute the department store market. And add to 
this vast array of products the supplies and equip 


ment consumed by the stores themselves. 


® ) cu) 


The Department Store Economist is published by Chilton Company, the most diversified 
publisher of trade and industrial magazines in the country—a company with the re 
sources and experience needed to make each of 15 publications outstanding in its field, 
In keeping with Chilton policy, the experienced and highly competent staff of the De 


partment Store Economist devotes its full time to the field the publication covers, 


striving for editorial excellence and strict quality control of circulation. In achieving 


both objectives, it has earned the confidence of readers and advertisers alike. 


~ Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist « The lron Age « Hardware Age 
Spectator « Automotive Industries » Boot and Shoe Recorder «+ Commercial Car Journal 
Butane-Propane News « Electronic Industries « Jewelers’ Circular-Keystone « Motor Age + Gas 
Optical Journal & Review of Optometry « Hardware World + Distribution Age» Book Division 
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Joseph Stanelli with some of the 1800 pairs of shoes he sells each week by telephone 


1800 pairs of shoes 
sold each week-—by telephone 


Tele phone selling turns cold calls 
into cold cash for Welleo Shoe ¢ orp., 
Waynesville, N. C., 


Joseph Stanelli, vice president in 


according to 


harge of sales 
charge ) 1ic¢s, 


Each week he personally s lls an 
average of L&O0 pairs of shoes to re 
tailers in 48 states. Annual sales by 


telephone almost $200,000 


Welleo points out that even though 
calls are made “cold” and though 
“routine selling in our industry nor 
mally involves showing the retailet 
five sample cases of samples, it is 
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clear that a well-developed sales 
message, delivered by phone, can 
overcome such handicaps as time, 


distance and trade practices.” 


Whatever products you sell—and 
whatever the size of your business — 
we'd like to show you how the planned 
use of the telephone can lead to in- 
creased profits. Just call your Bell 
Telephone business office. A represent- 


ative will visit you at your convenience, 


BELL TELEPHONE SYSTEM 


Call by Number. It's Twice as Fast. 


LONG DISTANCE RATES ARE LOW 


Daytime Station-to-Station Calls 


First Each added 
For example 3 minutes minute 


| 
| 


Boston to New York ]5¢ 20¢ 
Milwaukee to Detroit 90¢ 


Waynesville, N.C., 
to Cleveland $115 


Seattle to San Francisco $140 
Chicago to Dallas $150 


Add 10% Federal Excise Tax 


SALES MANAGEMENT 


aes Monagerenls 


AUGUST 2, 1957 


Straddle Selling or Specialization 
...Or Something in Between? 


The only trouble with the beautiful theory of cost-saving 
through consolidation of sales forces is that there are 


many conditions under which it simply will not work. 


Here's a roundup of corporate thinking on straddle sell- 


ing from Worthington, Williamson-Dickie, Dr. Pepper, Na- 


tional Gypsum, Lightolier, Ekco, Sylvania, Beech-Nut Life 


Savers, The Silex Co., Kaiser Aluminum, and Koehring. 


It’s a rare thing, nowadays, when 
the morning paper fails to carry the 
news of still another merger. In many 
of these instances, a company 1s at 
quiring a line quite foreign to either 
its product or its market experience. 

Most of the firms involved are con 
vinced that savings in taxes, or in 
production, or in administration, o1 
in marketing 


of these areas 


or in some combination 

will ensue. When it 
comes to figuring out the “how’ 
some of the most ticklish decisions to 
be made concern the organization and 
functions of the sales force. 

Key question: Do we 
separate sales forces? Or do we merge 


maintain 


sales forces and thus drastically (per 
haps) cut territory coverage expense ? 

Apparently there is no “right” an 
swer, except in terms of specific com 
panies, and with due consideration 
given to the nature of the products 
and the identity and numbers of pros 
pects to whom they are sold. 

Nor are mergers the only current 
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movement bringing about a wave of 
reshuffling in sales manpower. ‘The 
same problems are arising in the case 
markets 


. and in the case 


of companies opening new 
for old products ; 
of companies whose research labora 
tories are producing new products 
which do not fit into an established 
marketing pattern. 

It would be over-simplification to 
suggest that the issue simmers down 
to a decision between specialization 
and general line selling. Some com 
panies are finding it advantageous to 


Others, 
own peculiar problems, must adopt 


use both. because of their 


a mutation 
Some samples which throw some 


light on the direction of management 


thinking: 
Worthington Corp. is a 


good ex 


| For an analysis of the snarls a compan 
can encounter in ill-advised mergers 

sales forces, see Let's Take i Look it 
the Pitfalls in Diversification!”, LES 
MANAGEMENT, July 19, 1957 The Eds | 


ample of a firm that operate both 
Nine of the 


visions are served by one sale 


Ways. Company 14 di 
force 
But the remainder of the division 
have separate sale force “because 
the product and the markets warrant 
specialization 

‘The Air Conditioning & Refrigera 
traddle sell 


ing and specialized selling, depending 


tion Division uses both 


on the product kor example pack 


aged alr conditioning ! pecialized 
Other divisions that have their own 


Muelle: Climatrol 
| lectri Viachinery 


sales forces 
Mason Neilan 
Mig. Co 
Some of the division 
ucts are handled by 
men: Compressor & Engine tand 
Steam ‘Turbine, Vertical 
lurbine Pump. 
Worthington 


ized in 


whose prod 


the general line 
ard Pump 


originall pecial 
steam pumps Since then 
many mergers and acquisitions and 
diversifications have taken place All 
pump 


however are related tear 
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(continued from page 29) 


mm power 


lipment am power, in turn, led 
[Diesel power 
ind control 
which 
pumps do liquids 
Kehane ice-president in 
of the M irketing Division 


that 1 


electric yenerator 
led to 


handle Alt nd 


Pump 


COMpPressol the 
} ol a retrigeration ysten and 
etrigeration theretore pulled Worth 


ington into air conditioning and home 


Compressor are also im 
portant in onstruction work lor 


powern ontractor air tool (on 


ruction lor concrete mixer 
ers led to industrial 


1 


7 
Worthington najor markets are 


ind the home plus i wide 
of industrial markets 


petroleum and 


ranging 
chemicals 
rh nuclear power, food paper 
rubber vlass 

Kehane i\ W ¢ believe itl kin 
dred product for kindred market 
And tor kindred market in 
kindred produ 


Many 
type a 
traddle 
pif, for ertain highly 


! je ol 


pec ilized 
ell ny there are separate 


ale ( Where we need a shot 


wlinh ¥ where we need { rifle 


\s the degree ot product kinship 
hange new problems arise 
Consider Williamson-Dickie Mfg 
Co., Ft. Worth, maker of both work 
clothes (the 


volume line) and men’s 


clothes Sometimes the two 


\W ork 


clothe may be carried in’ the base 


casual 


line sold to the same store 


ment, casual clothes in the upstairs 
men shop But, sometimes the casual 
wear is sold to men’s spec ialty shops 
that do not handle work clothes 

In this case both line ire sold 
by one field force. Says General Sales 
Manager W. G. Vaughn We con 
idered a separate organization tor 


decided 


on account of the high cost 


selling ( isual weal but 


iain 
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so tar we have telt that four 
regular salesmen have done 
an excellent job on the « asual 
wear. In many cases they deal 
with the same people to 
whom they sell the staple 
line, and the good-will and 
friendly relations they enjoy 
with those people has pros d 
invaluable. ‘They already 
have entree in many impor 
tant stores entree which 
new men would have been able 
achieve only with difficulty 

"True, some of our regular sales 
men have done much better than 
others with the casual wear. But if 
we had set up a separate sales force 
we couldn’t have hoped to hire a new 
crew and get all good producers. In 
general, our men who do well with the 
staple line also do well with the 
casual line, even when they sell it 
to new dealers with whom they have 
had no previous contact.’ 

Vaughn's theory straddle 
selling: ‘We do not feel that the same 
alesmen can successfully handle two 


about 


or more major lines under different 
brand names. When we took over 
Hawk and Buck (a local firm), we 
kept a separate sales force, and when 
we took over Nunnally-McCrea of 
Atlanta, Gaa., we set up a separate 
expanded sales organization. 

“Whereas managerial control of 
two companies can be combined with 
out too much difficulty, we feel that 
having a salesman undertake to sell 
competing lines to the same dealers 
is probably impossible psychologically. 
The salesman would find it intoler 
able trying to be two people at the 
same time. And dealers would be 
unlikely to buy two competing lines 
from the same man.” 

Some companies find they have to 
work out a compromise arrangement 
and employ straddle selling to some 
degree because the cost of doing other 
wise would be prohibitive 

Dr. Pepper Co., Dallas, distributes 


"We have two different mar- 
kets .. . It would be impractical 
—and no doubt unprofitable— 
for ali concerned to attempt to 
straddle them." — Alenson 
Brooks, manager, Foilcraft Div., 
Kaiser Aluminum. 


through approximately 350 independ 
ent franchised bottling plants, and 
through soda fountains and vending 
machines. For the most part, there 
fore, Dr. Pepper’s salesmen are the 
drivers employed by the bottling 
plants. 

These men sell bottled Dr. Pepper 
to groceries, filling stations and other 
soft drink outlets, and sometimes they 
also sell, to industrial plants, bottle 
vending machines which they keep 
filled with bottled Dr. Pepper for 
consumption by the firm’s employes. 

‘These men are called upon to meet 
two widely different selling situations. 
An industrial plant executive who 
must be sold is usually quite a diffe: 
ent personality from the grocer or 
the filling Station operator. 

W. W. Clements, vice-president in 
charge of sales for Dr. Pepper, feels 
that, ideally speaking, it would be 
much better to have spec ialized sales- 
men, but for economic reasons this 
can't always be done. Dr. Pepper does 
give intensive sales training to bot 
tlers’ men along both lines. However, 
what actually often happens is that 
the driver-salesman merely surveys 
possibilities, on his route, for selling 
bottle venders to industrial plants. 
The actual sales presentation is then 
made by a supervisor (who is a bot- 
tling plant employe), by the bortler’s 
sales manager, by the bottler himself, 
or by a specially-trained bottle vendor 
salesman employed by the plant. 
These specialists have proved much 


more successful in selling industrial 
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‘We don't know yet whether 
one salesman can do the work 
of two. We're still working on 
Hundley A. 
Beech 


the formula." - 


Thompson, 


' 
+ sale 
¥-p, 5aies, 


Nut Life Savers, Inc 


nstallations than the driver-sales 
men. 

Karly this year National Gypsum 
Co., Buffalo, 


specialization to 


switched from product 
market 
tion. ‘The move came about because 
the decline in 


specializa 


home building was 
cutting into Gypsum sales. ‘he com 
pany had long been, primarily, a man 
ufacturer of home building mater 
ials. 

With some promising new products, 
(sypsum decided to enter the com 
mercial construction field “in a big 
way.” At the time, overall 
policy called for intensification of the 
industrial sales program. 

Result was formation of three di 


same 


visions, each with its own sales force: 


1. Dealer Sales, to cover all prod 
ucts sold to dealers for resale; 

2. Industrial Sales, to cover all 
products used by other manufactur 
ers as raw material ; 


3. Commercial ‘Trade Sales, to 
cover products sold to and applied by 
the purchaser (acoustical products, 
roof deck materials, 


products, for example 


heavy asbestos 
all of which 
are applied by approved erectors and 
contractors ). 

Before this new set-up went into 
operation, the company had had three 
sales managers in charge of (1) a 
oustical products, (2) Gypsum roof 
deck products, and (3) corrugated 
products. These three men, plus one 
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"Ideally speaking, it would be 
much better to have speci- 
alized salesmen, but for econ- 
omic reasons this can't always 
be done.""—W. W. Clements, 
v-p, sales, Dr. Pepper Co. 


additional exe utive, were moved into 
the field as divisional managers with 
jurisdic tion over the sale of all three 


“This 


responsibility and the decision-mak 


product lines. brought the 
ing closer to the customers,” says a 
company spokesman. 

‘The three separate sales forces had 
to be trained to sell all three prod 
uct lines. Salesmen’s territories were 
reduced in order to achieve better 
coverage, and to improve service to 
customers. ‘Total number of salesmen 
was increased. A technical director 
was appointed for the Commercial 
‘Trade Sales Division. His job is to 
train and keep the salesmen and the 
customers abreast of new technical 
developments. 

Lightolier, Inc., Jersey City, works 
on exactly the opposite theory. Each 
field man represents all five Lightolier 
divisions, each of which serves a dif 
ferent primary market: 


1. department, furniture and spe 
cialty stores ; 

2. a selected group of retail outlets 
handling the “Portfolio” line of 
higher-priced lamps; 


3, distributors, handling residential 


and architectural lighting fixtures; 
4. selected distributors 


the “Portfolio” line; 


handling 


5. architects, builders and ele 


trical contractors. 


x , 
"We do not feel that the sam: 


salesmen can suc cesstully handle 
under 


names W 


two or more maior lines 
different brand 
G,. Vaughn 
Williamson-Dicki« 


qt neral saies mar 


Mtq. Co 


The primary function ot the sales 
men was switched trom direct selling 
to that of serving more as merchan 
dising consultants to help dealers es 
ploit new market opportunities and 
to teach them how to merchandise new 
design values in the products. Nun 
ber of accounts per man was reduced 
to provide the necessary time, and the 
sales force was expanded from 21] to 


+7 men 


worked well 
for Lightolier, because sales for 19 


The plan obviously 
ran nearly 900 over volume 
1952, the year in which the re 
market approach was initiated 
kkco Products Co 


leading housewares manutacturer and 


Chi ago t 
at the commercial level, a heavy pro 
ducer of bakery pans, has been on 
a buying binge in recent years, It 
has ac quired companies in both related 
and unrelated fields. In a few cases 
the sales 


apparatus was integrated 


with an existing sales torce more 
often, the separate sales torces of the 
acquired companies have been re 
tained, 7 he « riferion | the degree 
of similarity the new line bears to the 


kco line. 

examples: In March of this year 
Kkco bought out Worley & Co., a 
California manufacturer of steel lock 
ers and shelving for industrial use 
and racks and tables which have be 
come standard equipment in man 
West Coast schools, industrial plant 
and libraries. ‘The firm also make 
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THEY’RE IN THE NEWS BY HARRY WOODWARD 


"| Helped Unload 
the Trucks” 


that’s no drayman speaking. 
That’s a pretty, mother-of-two and 
the only woman president of a major 
publishing house. She’s Helen Meyer, 
newly-elected president and general 
manager of Dell Publishing Co., Inc., 
New York. (In addition to movie 
and detective magazines, Dell pub 
lishes 40% or more of all comi 
books.) Her looks belie it, but Helen 
Meyer has been with Dell for 34 
years. She joined the firm as a clerk 
typist almost straight out of school ; 
a year later she was circulation dire« 
tor. (Karly in her Dell career she 
pulled off a coup: While the publisher 
was abroad she negotiated a contract 
with Kress and Kresge—two of the 
largest variety stores for delivery of 
525,000 Dell magazines, non-return 
able, each month. It naturally made 
the powers-that-be sit up and take 
notice.) Since she began with Dell 
when it was only two years old 
and boasted only two pulp magazines 
she learned every aspect of the busi 
ness. She's worked all over the place, 
knows most of the jobs so well she 
could pinch hit. Consequently she has 
the respect of Dell’s male personnel, 
who, she says, seem to bear no resent- 
ment at having a woman boss. In her 
early days with Dell she used to help 
the boys unload the returned maga 
zines. ‘loday her manual labors are 
confined to growing corn and toma 
toes in her New Jersey home, where 
she and her stockbroker husband live 


with their two children. 
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Not Content to Follow 


“We are striving to develop and market a line 
of truly nique and high quality electronic 
products In a sense, we don’t want to follow 
in others rootsteps but rather, we hope to lead 
the way in some exciting new fields of 
electronics. 

‘This is the business philosophy expressed by 
Douglas M. Considine, newly appointed Direc 
tor of Marketing for the Products Group of 
Hughes Aircraft Co, ‘Vhat’s a Memo-Scope 
oscilloscope he’s leaning on, 

‘The 42-year old executive, who recently 
moved to Los Angeles trom Indianapolis, Says 
he finds a “pioneering” spirit in the industry of 
the tar West. 

‘“There is a progressive spirit out here,” he 
says. ‘It is noticeable to a new arrival like myself, 
that a very intense feeling of pioneering exists 
here. In the future, I believe that the West is 
going to become one of the key electronics 
centers in the world.” 

A graduate of the Case Institute of “Tech 
nology with a chemical engineering degree, 
Considine has worked as both an engineer and 
as a marketing consultant. During his college 
days he joined the “thin-clad” ranks of the Case 
Institute track team, participated on the debating 


squad, and on the staff of the college newspaper. 


Piggy-Bank Millionaires 
Can Thank Him! 


A large number of top executives in the air 
transport field can measure aviation service in 
terms of more than half their lives. And so can 
Walter Sternberg. He's had 27 years in air 
transportation, and they culminated, recently, 
in his assignment to a new post: senior v-p in 
charge of traffic, sales and public relations for 
National Airlines, Inc. He was away from 
National from 1953 until last year. During that 
time he was an aviation consultant for National 
and other clients in the U.S. and abroad, Last 
December National enticed him back. From 
1949 through 1953 he had been y-p, sales, for 
National. And during that productive period he 
originated and directed creative sales programs 
that made industry history: luxury “Star” red 
carpet service at air coach prices, and the famous 
“Millionaire's Vacation on a Piggy Bank Bud 
get,’ a summer program that contributed to 
Florida’s year ‘round tourist economy. Before 
he joined National he'd been with American 


Airlines, Inc., for four years 
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AIR RAID ON 


BRIEFING to the task force: Parker H. Ericksen (second from left), v-p, The 
Murray Corporation of America and its subsidiary, Easy Appliances, talks to Easy 
executives, (| to r) B. C. Gould, Murray’s president, Ericksen, J. G. Koontz, na- 
tional sales manager, R. E. Weiss, ad manager, Paul Welchans, service manager. 


When sales hit the skids early this year, the top brass for 
Easy Laundry Appliances leaped into a DC-3 and flew off 
to pull distributors out of the doldrums. Here's a picture 
report of the junket that reversed the downward trend. 


Laundry appliance sales for the 
first quarter were down 18%, 

ales for Easy Laundry Appliances 
Division of the Murray Corp. ol 
America) were down 9% 


Parker H 


president, felt it was no time to sit 


| ricksen, ] asy vice 


iround and wait for something better 
to happen. So he and his fellow home 
othee executives turned the company’s 
[C-3 plane into a “Flying Executive 
Suite” for a whirlwind 18-day, 8,500 
mile coast-to-coast tour to meet with 
lcasy distributors. ‘The object was to 
first-hand look at each dis 

own local problems, then 


get a 
tributor 
to help lay out a program of sales and 
promotional strategy that would ar 
rest the slump 
It worked 


leaped 239% on automatic 


By mid-June sales had 
washers 
alone. ‘There was an allover increase 
of 12% tor the complete line. 

The appliance industry was par 
ticularly worried about the sales dip, 
because laundry equipment in recent 
years has been setting the pace for 


the whole appliance industry. Some 


manufacturers were paring head 
quarters personnel, cutting back pro 
duction, slicing staffs at regional and 
district levels, 


For Easy, an independent laundry 


equipment manutacturer, competing 
with full line companies, the situation 
was alarming. Easy makes washers, 
dryers and combinations. An old firm 
in the industry, it had until the last 
15 months concentrated on the semi- 
automatic appliance market. It was 
bought by Murray Corp. early in 
1956. At that time a newly aggres- 
sive manufacturing, distribution and 
merchandising policy went into effect. 

‘The company came up with com- 
petitive automatic washers, dryers and 
the smallest combination on the mar- 
ket. ‘he whole pattern of operation 
was changed. A year ago two-thirds 
of the firm’s business was handled 
on a direct factory-to-dealer basis and 
one-third through independent dis- 
tributors. ‘Today all business is 
handled through 72 distributors; the 
dealer organization has increased by 
32% and currently represents about 
9,000 retailers. 

When the “Executive 
Suite” loaded, among those who 
went aboard were: B. C. Gould, 
president of the Murray Corp; Erick- 
sen; James G. Koontz, national sales 
manager; Richard E. Weiss, adver- 
tising manager; Paul Welchans, na- 
tional service manager; Arnold Ver 
Lee, dryer manager; John Annau, 


Flying 


advertising manager; and 
John Doran, assistant merchandising 
manager. 

The plane was completely equipped 
with office-conference room facilities. 
‘There were desks, swivel chairs, tele- 
phones, dictating machines, mock-up 
displays, exhibits of point of purchase 
materials. The DC-3 became the 
scene of intense meetings, sales promo- 
tion rehearsals and strategy plotting. 

In each major city there was a 
packed two-day meeting attended by 
all distributors in the area. The first 
day was devoted to discussion of ad- 
vertising, promotion, sales and serv- 
ice. ‘Two new promotional models 
were introduced. A new system for 
setting up distributor service schools 
was explained. ‘The second day was 
given over to conferences between 
Easy executives and the individual 
teams of distributor sales and service 
forces. Meetings began at 7 a. m. and 
ran until 10 p. m. or later. 

Easy’s team members heard gripes, 
gave inspirational talks, worked on 
even small selling problems. Every 
possible sales technique and _ service 
aid was chewed over as a_ possible 
means for increasing volume. 

Ericksen summed up briefly: “Our 
most successful promotional event.” 


assistant 
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SALES CURVES not airpockets, caused the queasy ex- “FLIGHT COMMANDER” Gould looks at yesterday's Easy 
pressions on their faces as they prepared to tackle dis- washers, today’s profit potential. 80 years of Easy’s traditions 
tributor problems in various stop-over cities visited. are displayed, It started with the 1877 come.on-a-stick model. 


f 
STUNT: Ericksen holds bag SURPRISE: Waggish adman, 
marked “cold” — because it is Dick Weise dreamed up this pre 
starved for laundry business. But sentation. His companions thought 
SSM Koontz is happily “warm.” altitude had him. 


27 INCH YARDSTICK is Easy’s ad, blown up. (I to r) Koontz, Ericksen & 
and Gould study it for future presentations on tour. 

COME JOSEPHINE. The flying executive may have been off-key but & 
the song they sang told of sales which is pretty music at any time... 


{continued on following pages) 
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STRETCH between innings: That’s Jim Koontz (r) briefing the group before JUST TO IMPRESS his visitors, host 
the New Orleans stop. And v-p Ericksen takes time out for a hearty stretch. H. F. Cristadoro met brass in costume. 


Air Raid on the Sales Front 
(continued) 


INSPIRATION, 15,000 feet up: Erick 
sen dictates as the clouds float by. 


THROWING IN THE TOWEL didn't mean Easy was giving horse play with the Dundee premium, a new Easy promo- 
up, Just that Ericksen (1) and Gould were indulging in some tion. Entire group was continually coming up with stunts. 
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: 


SKY CONFERENCE. Easy distributor William Drake, 
(center), from Pierce-Phelps, Inc., Philadelphia, came 
aboard the Flying Executive Suite for a session with B. C. 
Gould (r) and Parker Ericksen. This was during the sec was flown 


ond lap of Easy’s two.and-a-half week, coast-to-coast junket. 
Easy executives met with their distributors, held meetings 
in New York, Chicago, New Orleans, San Francisco, Drake 
from New York to his Philly home afterward. 


ces 


That's JOURNEY’'S END finds Ericksen and Gould tired 


PAUSE to see how other executives do it. 
but convinced it’s been a worthwhile flying tour. They 


Arnold Ver Lee reading an article on expense ac 
counts, an important factor in putting on this big hailed the multi-mile junke®as “Easy’s most success 


Easy show for distributors. He’s national dryer mgr. 


ful company promotion to date.” Just as planned 
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Packaging is a tremendous business these days and marketers, with their ever-increasing packaging 


needs, are helping it to grow. Here’s how this robust industry looked in 1956: 


Percentage of 


Dollar Volume Total Packaging Market 


44% 


PAPER AND FIBRE 
CONTAINERS 


STEEL 
CONTAINERS 


$ 743,500,000 


GLASS 
CONTAINERS 


PLASTIC 
CONTAINERS 


WOODEN 
CONTAINERS 


ALUMINUM 
CONTAINERS 


@ 
ee i; $1,760,500,000 


CLOSURES, WRAPPINGS, 
LABELS, ADHESIVES, AND : P . 
OTHER SPECIAL APPLICATIONS Source: Glass Container Manufacturers Institute, Inc., New York, N.Y. 
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Advertising needs both... 


Ingenuity to sharpen i Continuity to drive 
your appeal... wh, it home. 


YOUNG & RUBICAM, INC. 


Advertising «+ New York +« Chicago + Detroit + San Francisco + Los Angeles + ywood + ontreal + oronto * Mexico City + San Juan + London 
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Sales Managemen 


SALES LEADERSHIP PANEL 


What You Told Us About You! 


First Report from Panel Members on: 


How much you are reimbursed for entertaining 

How you say "no" to other salesmen 

How extensive is your use of credit cards 

How many of you have been questioned about your in- 
come taxes 


What you plan to buy this summer for personal use 


Why you have postponed your own purchases 


When you, and probably your wife Any salesman will recognize the business should be outside of the ef 
too, are patiently listening with familiar “too busy” excuse offered by fice,’ declares Ek. B. ‘Thompson, vice 
feigned interest to a good client’s bor (;. P. Robers, sales manager, ‘The president, ‘The ‘Vorrington Co 
g story or words of self-praise, have Weatherhead Co. Similarly, “not in W.W. Morrisey, sales manager 
vou ever wondered how many of yout terested now,” used by Phillip Fields, Blower Division, ‘Vhe Lau Blower 


fellow executives willingly — place general sales manager, Frozen Foed Co., says, “If it’s for personal use, 
themselves in this kind of a situation ? Division, ‘The Stouffer Corp., is a set appointment for evening.” 

Now we can give you the answer well-known dodge. Is there a reason “T politely make it clear that I try 
if 19” thanks to the mnformation that sounds more final than the *yust not to conduct personal business at 
o many of you have confided to us tell them | don’t want it” of Perry L. the office,” says V. L. Snow, eer ral 
in your first participation in the new Shupert, vice-president, Miles Lab sales manager, Euclid Division, Gen 

LES MANAGEMENT Sales Leades oratories, Inc. Or the ‘will not see eral Motors Corp. 
hip Panel them” used by Matthew Lyon, gen Willard L. Rusch, director of cus 

You have dis losed many other Tas eral sales manager, Breeze Corp., Ine. tomer relations, VicCullo h \lotors 
inating things about your life as a ©. W. Fisher, vice-president, Ken Corp., finds, “Salesmen phone to at 
sales executive or example, one nedy Car Liner & Bag Co., Inc., re range personal calls at which time 
sales executive is willing to contess ports that salesmen “do not call on they may be quickly and politely 
that his secretary buys his shirts and me untess [ request them.’ turned down. Most personal selling 
another sales executive concedes that Salesmen who visit sales executives approaches are by the mails.” 
hy ecretars picks out his ties But in their offices to discuss insurance, for Savs P. B. Schnering, executive 
not a single sales chief will admit that example, run into one general line of vice-president, Curtiss Candy Co., “ 
hi ecretary buys pajamas for him refusal: give them real reason: saves more « 

It is a cliche of many a sales club “Ofhce is for business; personal backs on their part.” 
talk that “the easiest man for a sale 
nhan te ell 3 nother ilesman yO 
he Sale Leadership Panel posed 
{ ' t t t 2 sbiete » 
ee * stags: me 100 pane What is Sales Leadership Panel? 


reason do you use To dis 


courage alesmen from calling Marketing executives are a gregarious, active group whose ideas 
telling them ‘no’ without disclosing about people and things are accepted in time by the mass as standards. 


your real reason for not buying?” So Sales Management has established the Sales Leadership Panel to 
Lhe need for a rebuff to salesmen draw from 1,300 executives with marketing functions their views on 
is no problem for Howard F. Larson, marketing and the people in it. Each month they will be queried by 


sales director, Evinrude Motors Divi mail on specific questions of an extremely timely nature. 
1 0 ‘ports ) sales 

n, who repor loo few Leadership is the subject of the next Panel report to be published 
men try to sell me, If I'm not inter 


1] Nel | in the September 6 issue of Sales Management. 
estes te the man m not inte 


( ted 
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) successful extensions of BH&G’s idea-power: 
Better Homes & Gardens Idea Annuals 
.open to advertisers this year for the first time 


There’s still time to get your ad in 
the 1957 issue of 


KITCHEN 
IDEAS ANNUAL 
CLOSES: Oct. 15 


ON SALE: Dec. 18, 1957 


Home lovers are pouring time and money into modernizing thei 
kitchens, and they’re eager for ideas on what to do. Whether you sell 
STILL can openers, or built-in freezers the BH&G Kitchen Ideas Annual is 


OPEN! a good place to reach people who are ready to buy! 


baw 6 | pte 


“ae 


CHRISTMAS IDEAS ANNUAL HOME BUILDING IDEAS ANNUAL GARDEN IDEAS ANNUAL HOME FURNISHINGS IDEAS ANNUAL 
Closes; Aug. 15, 1957 Closes; Nov. 15, 1957 Closes Dec. 13, 1957 1958 Issue Closes July 15, 1958 
On Sale: Oct. 18, 1957 On Sale: Jan. 18, 1958 On Sale: Feb. 19, 1958 1957 Issue on Sole: Sept. 18, 1957 


YOUR PRODUCT MAY BELONG IN ONLY I OR 2...OR IN ALL 5 OF THESE TIMELY, SELECTIVE BOOKS 


Each Ideas Annual is an extension of Better Homes specialized publications. Call your BH&G represen 
& Gardens’ well-known talent for stimulating reader tative right now. Ask him to give you facts and 
action. You deepen your penetration of the market figures to help you decide which of these 5 annuals 
created by BH&G when you advertise in these provide the best advertising climate for your products 


Another success story from 
America’s biggest publishers of ideas for today’s living and tomorrow's plans.. 


Meredith Publishing Company 
has er eo Eos 
| ‘@ = 
> d! pirsy 
=> Be 


pad Moines 3, iowa 
AUGUST 2 1957 


It would appear that salesmen like 
to travel the “super highway” and 
they have little interest in the side 
roads, So Frank E, Camp, vice-presi- 
dent, Lambert-Hudnut Division, 
Warner-Lambert Pharmaceutical Co., 
Inc., Morris Plains, N.J., has no 
problem. Says he, “Our office is off 
the beaten track.” 

One of the nation’s most  sales- 
minded presidents, F. E. Schuchman, 
Homestead Valve Manufacturing 
Co., Coraopolis, Pa., is aware that 
he has a similar out. 

Sales executives are not exactly 
overwhelmed by hordes of salesman 
trying to call: 

naw YORK CHerene #10110 Thirty-eight sales executives, 27% 
April 10th, 1957 of the respondents, said that in the 
| past six months, only one to four 

salesmen have called on them. 

Twenty sales executives, or 14%, 
said that five to 10 salesmen have 
called, 

Four, or 3%, said over 10 salesmen 

| really believe it's important enough to take a few have called. cl i 
inutes from my exceptionally busy schedule, just to express e3 But 80, or 56%, report that not a 
prec delight with the effective impact my Worthington | single salesman has made a call on 
my 


itioni i Street Journal. them! 
i tioning ads have scored in The Wall | is Ri 
wihainibiti is Because it is an intimate matter 


Not only have inquiries for exceeded my —— | that a sales executive, or anyone else, 
but this consistent advertising has brought in direct — for that matter, seldom discusses in 
tions from purchasing agents and architects from the mos | public, we asked panelists how they, 
reputable financial and business houses in the city. | as overly busy executives, handle their 

personal chores. 


4164 WEOT 2616 OTREET 


Arthur Bobrick 

The Wall Street Journal 
4A Broad Street 

New York 4, N.Y. 


Dear Mr. Bobrick: 


| assure 


good newspaper. 


you it's a pleasure to say a good word about a 


Rely on Wives 


Very truly yours, The secretary reminds her boss of 


a birthdays of family members, friends, 

bul | and associates, report 33% of the re- 

spondents. But they rely most on their 

Bill Eden | wives, 52% report. An unforgetful 

38% say they remind themselves. The 

balance—10%—say no one reminds 

them. Some sales chiefs checked two 

or three ways; thus the total exceeds 
100%. 


Why The Journal Does More The wives of 17% of the respond- 


ents who say that the woman in the 


If you’re looking for advertising results that are better than good, family pac ks a bags for on - 
look to The Wall Street Journal. Advertising in the only national cown trips will envy the wives o 


, ag 87% of the respondents who say they 
business daily does more because it Is seen by more men in more pack their own bags. 
responsible positions wherever business is busy. Executives depend A sales chief presumably likes the 
upon The Journal for the up-to-the-minute information they must feeling of cash, or the safety and con- 
have. Here’s a medium that works better for its advertisers by being venience of credit cards, because only 
: . : 12% of the respondents report they 
more useful to its readers. No wonder something more really happens 


. ° use traveler's chee ks. 
when you advertise in The Wall Street Journal. 


The credit card has become a reli- 

able standby for sales executives. 

CIRCULATION: 488,156 Thirty-seven per cent of panelists re- 

p port they have a Diners’ Club Card, 

war — | 4% an Esquire Club Card, 31% an 

THE WALL ST REET JO RN \|, | American Hotel Association Card. a 

Si Y whopping 92% pocket an air: travel 

S card; only 27% carry the recently- 
_ revived rail credit card. 

Even though no sales executive will 

WEW YORK, 44 Broad St. and WASHINGTON, 1015 14th St, H.W. + CHICAGO, 711 W. Monree St | confess that his secretary buys pa- 


DALLAS, 911 Young St. + SAM FRANCISCO, 415 Bush St. | jamas for his own use, a surprising 
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20% of the respondents report that 
their secretaries handle payment of 
their personal bills. Sales executives 
whose secretaries take care of personal 
matters for them tell us that this is 
their situation: 


Eighteen respondents, or 60%, say 
that 1 to 5% of their secretaries’ time 
is devoted to handling personal mat 
ters. 

4%, 


10%, 


Seven, or report 10%. 
Three, or 
20%. 
‘Two, or 6%, 


The 


become 


give it as Il to 


said 25-30%. 
country, or beach club, 
an integral part of a sales 
executive's way of personal-business 
life. “Do you entertain customers and 
prospects there?’ we asked panelists. 
Yes, said 70%. No, said 30%. 
“Does your firm reimburse you for 


has 


these entertainment costs?” Yes, said 
94%. No, said 6%. 

But the cost of such business enter 
tainment is a 3-2 deal. Their com- 
panies pay the entire cost, declared 
61% of those reimbursed, while 39% 
said their companies do not. 

The Internal Revenue Service spot- 
checks a high percent of high income 
tax returns because sales executives 
have so many deductions that exceed 
the standard 10%. So it is not sur- 
prising that 26% of the panelists re- 
port that the Government has ques 
tioned them about their expense de- 
ductions. 

Often a good customer becomes a 
good friend. But panelists also indi 
cate that they, and their wives, must 


a 


‘ 


run the risk that a good customer 
may turn out to be, in their eyes, 
something of a bore. We asked panel 
ists whose companies pay for part or 
all of their business entertainment at 
their clubs, “Do you find yourself 
entertaining people with whom you 
would rather not have so much social 
contact ?”’ Nineteen percent said yes, 
33% no, and 48% 

The amount of sales executive en 
substantial. For 


said Oct asionally . 


tertaining is fairly 
example: 


Thirteen panelists, or 14% of re 
spondents, say that in the past year 
they have entertained one to 10 cus 
tomers and prospects at their beach 
or country clubs. 

Sixteen, or 17%, 
ing 11 to 20 people. 

Thirty-four, or 36%, 
to 50 people. 

Seventeen, or 18%, found them 
selves hosts to 51 to 100 people. 

Fourteen, or 15%, entertained 
or more people. 

‘Two respondents entertained ovet 
200 people in the course of a year; 
one said between 200 and 300 people, 
and a third played host to a stagger 
ing 500 people. 

“Are the ‘dog days’ of summe 
really dog days for sales?” we asked 
panelists. 

To elicit a answer, we 
asked them, “Does your company cut 


report entertain 


entertain 25 


100 


’ 


spec ific 
back its advertising in the summer? 
Answers: Yes 39%, No 61%. Pan 
elist C. W. J. of an industrial com 
pany gave us permission to quote him 


“It goes hand 


tunity for participation. Good 


and 


‘inefficiency.’ 


be to 


stand their behavior.” 


—Dr. 


in hand with personnel 
account the way people feel and which give each employe an oppor- 
leadership makes for mental 
its absence makes for mental 
‘mental health’ and ‘mental ill health’ are the terms ‘efficiency’ and 


William Menninger, 
before the April meeting of the American Association 
of Advertising Agencies, White Sulphur Springs, W. Va. 


Good Leadership Requires Understanding 


“Good leadership implies consideration of the welfare of those who 
follow. It requires a communication system that works both ways- 
from the bottom up as well as from the top down. 


policies which take into 


health 


ill health. And synonymous with 


“Leadership is not merely an inborn ability. There is much we can 
learn which will help us to be better leaders—if we don’t presume to 
know it all, Probably the most important goal in this respect would 
learn something about personality structure and function, 
knowledge of which is the basic tool of the psychiatrist. 


“Unless we understand how people feel and think, we can’t under 


The Menninger Foundation; 
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THE 
SALES MANAGER 
WHO WAS 
FIRED 


Once there was a sales manager who 
was fired with an idea that really shook 
him: “How would it be,” he asked him- 
self and his associates, “if we used the 
same advertisements to (1) sell our pros- 
pects, (2) support our dealers and (3) pep 
up our field men? Could we make the 
budget go farther? Could we get more 
for our ad dollars? Could we have more 
ads? Could we produce more sales, 
maybe?” 

“Good idea,” 
“Trouble is, prospects, dealers and field 
men don't all read the same publications. 


said his associates, 


And we have so many dealers that the 
listings alone would chew up all the 
space.” 

“But what if we used The Wall Street 
Journal?” the SM asked triumphantly, 
closing the trap. “We could list our 
dealers region by region! We could reach 
our best prospects without waste. And 
(business of pounding the desk) we'll 
use Journal merchandising aids to show 
the field men AND the dealers what 
we're doing to help them sell!” 


“I’m sure you know,” he said kindly, 
“that The Journal has four daily regional 
editions, (See the addresses on the op- 
posite page.) I'm sure you know that 
The Journal circulation is way over the 
March 29, 1957 figure of 488,156. I'm sure 
you know that the people who read The 
Journal are the men who authorize o1 
influence the buying of just about every 
product their companies use and need. 
I’m sure you know that The Journal is a 
national publication but with a daily’s 
speed ... Why, we can put this plan of 
mine into work now and see the results 
before other national media close their 
forms!” 


“Great idea, Chief!" said his assistant. 
And he meant it. 


but it may not be wise to identify 


him be ate he de lared Yes! Tro 


tupidity (not humidity!) 

You 4 lid expect L. M. Shaw 
ce-presiden smith 
Ye ause hi 


1 
FAv,OTIAI 


Srothers, to say 
prod ict iS un 
(sordon Baquie exec 
tive resident, Brown-Forman 
Distiller orp ays that the “sales 

cut back.” 
L osh vice-presi 
Inc., declares 
ale to back up 
ot advert ing expen e!” 
| perience hows it doesn't pay 


the iew of J. C. Montgomery 


Do you have 


ROBOT 


vice-president, Columbus Show Case 


Co. 

Lloyd A. Briggs, sales director, 
American Photocopy Equipment Co. 
is flexible. He “cuts back on publica 
tions, but increases direct mail.” 

How do sales executives react when 
they cease trying to sell their products 
to other people and become someone 
else's consumers ? 

We asked panelists: ‘Do you plan 
to make fewer purchases for yourself 
and your family this June, July and 
March, April and 
Answers: Yes, 26%; No 


August than in 
Viay? 


74% 


SALESMEN? 


Have you ever stopped to consider 
the degree of selling enthusiasm af- 


forded your line by your distributor 


4 
salesmen 


Do sales results indicate perfunctory, 


matter-of-course service paid to your 


produc ta? 


Here's how to revitalize your distrib- 


utor salesmen and turn them 


into 


flesh and blood, producing members 


of your sales team 


* Keep them eager to sell your 
line 


Give them ammunition to 


help them sell 


Offer a fair return for their 


efforts 


Make them proud to be as- 
sociated with your company 


Do it by advertising your company and its products regularly 


in the pages of INDUSTRIAL DISTRIBUTION 


the maga- 


zine read and studied by distributors and their salesmen since 


Ot] 


Industrial 


330 West 42nd St., New York 36, N.Y. 


0 stri b uti on A McGraw-Hill Publication @ @ 
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“Will you buy more food?” An- 
swers: Yes, 10%; Less food, 18%; 
About the same, 72%. 

“Will you buy more liquor?” An 
swers: Yes, 17%; Less liquor, 19% 
About the same, 64%. 

“Will you and your family buy 
more dentifrices and toiletries?” An 
swers: Yes, 11%; 
and toiletries, 20%. About the same 
87% . 


Sales executives in the following in 


Fewer dentifrices 


dustries will be interested in the sales 
pattern followed by sales executives 
when they become consumers, For 
example, we asked panelists what pur- 
planned to make this 
summer. A new car, replied 19°); a 
pair of shoes, 58%; a TV set, 6%; a 


remodel some part 


chases they 


new house, 7%; 


of the house, 30% ; rugs, 9% ; furni 
ture, 360%: outboard motor, 5% 


camera, 8. “Twenty-four percent 
mentioned air-conditioners, appli 
ances, Hi-Fi, clothes, 

summer cottage, plano 


klers, Waring Blendor, 


landscaping and a dog. 


cabin cruiser, 
grill, sprin 


Securities, 


Purchasing Decisions 


It is said that purchasing power 
often is a state of mind. So we asked 
panelists, “Have you thought seri- 
ously, lately, about buying a car, rugs 
furniture, appliane es, or some other 
major item, and then decided within 
the past few weeks not to make the 
Answers: Yes, 21%; 


purchase now? 


No, 79%. 

Pete Rice, Jr., sales manager, ‘The 
Lane Co., Inc., is “undecided about 
a new house. If bids on the house are 
within my estimate,” panelist Rice 
would change his mind and_ build 
fairly soon. A candid sales manager, 
who prefers not to be quoted, has 
decided lately not to buy a new car 
and to put his money into an invest 
ment program. \ Michigan executive 
has put aside his desire for Hi-Fi, a 
freezer, and stocks, in order to send 
his children to camp. 

A meat packer recognizes his own 
weakness for impulse buying. “I 
never know until I just go ahead and 
buy,” he says about other purchases 
that he might make this summer. 

A nonferrous sales chief would 
quickly change his mind about de 
ferred purchases if he secured ‘“‘a large 
Many a salesman 
would like to have the name and ad 


salary increase.”’ 
dress of the electric truck manuta 
turer who reports, “If I don’t buy a 
car, if will be because they are too 
low for comfort.” But he reveals his 
true state of mind by saying, “Will 
buy car in 10 days if | can get in and 
out with ease.” 


The End 
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stest Grow ng 


The daily Free Press is Detroit’s fastest-growing paper—and now 


enjoys the highest circulation in its 126-year history! 


And during recent months Detroit’s only morning paper has made 
greater advertising gains (retail, general, total) than the two 
evening papers. 


For modern marketing in America’s Motor Empire the advertiser’s 
BASIC BUY is the friendly Free Press! 


The Detroit Free Press 
461,167. ILY,up 15,432 froma yearago/ 507,128 SUNDAY, up 7,007 


REPRESENTATIVES: NATIONAL—STORY, BROOKS & FINLEY; RETAIL—KENT HANSON, NEW YORK 
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1956 vs. 1955 


Forty “Biggest” Advertisers 
Boosted Budgets More than 50% 


Drug-toiletry, food, beverage, tobacco, electrical, oil, 
rubber among those raising four-media ante an average of 
$7 million each in 1956 for more sales today and tomorrow. 


A lot of big advertisers are insuring 
their place in the sales sun by stepping 
up the exposure of prospects to their 
products at a rate at least five times 


Fastest-Growing Big Advertisers 


1956 1955 
RANK IN ‘‘100"' 4-MEDIA EX. 4-MEDIA EX- RATE OF 
IN 1956 PENDITURES PENDITURES GROWTH 


Procter & Gamble $79 million $49. million 60% 


Lever Bros. Co. 30.2 19.3 51 
Amer. Home Products 22.2 ‘ 59 
Brown & Williamson Tob. 17.6 ’ 340 
Philip Morris, Inc. 17. y 90 


as fast as the expansion of expendi- 
tures by all advertisers. 

Among the 100 largest national ad- 
vertisers in newspapers, magazines, 
network and spot ‘IV, and outdoor, 
23 increased their combined expendi- 
tures from $194.2 million in 1955 to 
353.9 million in 1956—or 82%. 

‘Their average expenditure in these 
media in this period rose from $8.4 
million to $15.4 million. 


Bristol-Myers Co. 16.5 . 50 
Sterling Drug 16.2 i 170 
Amer, Tel. & Tel. Co. 15.1 } 100 
Kellogg Co. 14.0 : 92 
Westinghouse Corp. 14, ' 59 


National Biscuit 12.8 ; 54 In addition, 17 other advertisers 
Warner-Lambert Pharm. 11.4 . 140 


primarily newcomers to the “100 
Miles Laboratories 10.9 \ 172 leaders” list etieed ty Bure g' 
Shell Oil Co. 10.4 73 eader’rs 1S pre pare VV ureau oO 


Continental Baking ’ z 216 Advertising, ANPA, from data of the 

B of A and Publishers’ Information 
Nestle Co, . ‘ 53 Bureau—also apparently expanded 
Standard Oil (N.J.) : ‘ 116 
Corn Products Refining . 3. 135 
Pharmaceuticals, Inc. , (“new” to “100’) n.a.* 
Standard Oil (Ind.) ; 5.0 50 


four-media expenditures by 50% or 
more last year. 

The 23 accounted for nearly 28% 
and the entire 40 (including the 
“newcomers” ) 35% of the combined 
$1.274 billion invested by all the 100 
leaders in these media. 

Procter & Gamble led the big in 
creasers in dollars by putting $30 


Carter Products, Inc , a. n.a. 
Pepsi-Cola y a 64 
Pabst Brewing , t 56 
Wesson Oi! & Snowdrift . a. n.a. 
Sunbeam Corp. 


Bulova Watch Co. onas : ; nc 
Kimberly Clark Paper million more in these media in 1956 
Prudential Ins, Co. than in 1955. But 14 of the 23—led 


Aluminum Co. of Amer. . . by Brown & Williamson ‘Tobacco, 
Max Factor & Co. : - _ with 340%—made a faster rate of 
gain than P&G. 

Biggest increasers among biggest 
advertisers, with the rate of their 
increase, are shown at left. 


Falstaff Brewing Co. 
Sinclair Refining Co. 
Grove Laboratories 
General Tire & Rubber 


Rexall Drug Co. 


G. F. Heublein & Bro. 
Mennen Co. 

Block Drug Co. 
Stanley Warner Corp. 


100, United States Rubber 


*n.a.—not available 


Of these 40 fastest-growing big 
advertisers, fourteen are primarily in 
drugs-toiletries-soaps: P&G, Lever, 
Bristol-Myers, Sterling, Warner 
Lambert, Miles, Pharmaceuticals, 
Inc., Carter, Max Factor, Grove, 
Rexall, Mennen, Block and Stanley 
Warner. 
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Sales and Profit Trends 
of Fastest-Growing Big Advertisers 


1955 1955 1956 Profit. 1955 Profit- 
Advertiser. Sales Sales % tne. Sales Ratio Sales Ratio 


Procter & Gamble $1.038 bin. 966 min. 7.5%, 5.7%, 5.1%, 


Lever Bros. 

Amer. Home Pdts. 
Brown & Williamson 
Philip Morris 


Bristol-Myers 
Sterling Drug 
Kellogg Co. 
*Westinghouse 
National Biscuit 


Warner-Lambert 
Miles Laboratories 
Shell Oil 


Continental Baking 
Nestle Co. 


#Standard Oil (N.J.) 
Corn Products 
Pharmaceuticals, Inc. 
Standard Oil (Ind.) 
Carter Products 


Pepsi-Cola 

Pabst Brewing 
Wesson Oil-Snowdrift 
Sunbeam 


Bulova Watch 


Kimberly Clark 
Aluminum Co. 
Max Factor 
Falstaff Brewing 
Sinclair Refining 


Grove Laboratories 


General Tire & Rubber 


Rexall Drug 
G. F. Heublein & Bro. 


Mennen Company 


Block Drug Co, 
Stanley Warner Corp. 
United States Rubber 


(Not available) 
295 min. 
(Not available} 

182 


89 
178 
202 

1.525 
410 


131 
(Not available} 
$1.635 bin. 
284 
(Not available) 


7.127 bin. 
304 
(Not available) 
1.890 bin. 
(Not available) 


97 

10! 
(Not available} 

107 

80 


253 
864 
(Not available) 
85 
1.180 bin. 


(Not available) 
390 
154 
(Not available) 
(Not available) 


(Not available} 
(Not available) 
90) 


235 min. 


157 


76 
167 
182 

1.441 
390 


90 


926 


26.0 


25 °/, down 


19 
5 


13 
2 


3 %/, down 


* Westinghouse was on strike for 156 days in the latter part of 1955 and early 1956, and has 


advertised more aggressively to regain its sales standing. 


# The world's largest manufacturing company, in assets, and the second largest among all manu 
facturers (after General Motors) in both sales and profits, apparently found its 116% increase in 
advertising in 1956 worth-while. Its profit-to-sales ratio was highest among these advertisers. 
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10.6 


7.0 


6.3 
95 
7.5 
0.2 
49 


8.7 


8.3 
2.6 


3.5 


7.4 


6.4 
9.0 
7.6 
2.9 
4.7 


9.0 


8.5 
3.2 


i i mn tood Kellogg Na ‘Two are in electrical: Westing Securities & Exc hange Commission, 
tional Biscuit, Continental Baking hous and Sunbeam. Washington, that while its sales had 


Nest] roducts, Wesson Oil , grown modestly, from $11 million to 
. Py Iwo are in rubber: General and $14.5 


million, between 1953 and 
H hid 1955, the introduction of Milltown 
ren eo 1 oe Other industries represented are tranquilizer” in the latter year 
utilities (American ‘Velephone), in boosted its total volume to wide | 
verages: Pepsi-Cola surance (Prudential), metals (Alum million in the 12 months ended March 
ind Heublein (with inum Co.), watches (Bulova), and 30, 1956, and to $41.8 million in the 
hood paper (Kimberly Clark, which is also year ended last March 30), Carter's 
oil: Shell. Standard in toiletries. ) en mee Ley ex- 
ae lind ind Sit Few of these companies last year pandec pane > ve ion a oe po 
ended March 1955, to $8.2 million 
by March 1956, and $14.6 million 
1 tobacco: Brown ¢ is the privately-owned Carter Prod by March 1957. . 

ind Philip Nlors i Irv , which ree ently told the Burt among the 25 Companies (ex 
cluding Bell System and Prudential 
Life Insurance) which are publicly 
owned, 23 made sales increases. ‘The 
increases ranged from 460 (Warne 
Lambert) to less than 1% (Rexall 
Drug). Including the two with 
smaller sales last year—U. S. Rubber, 
down 3%, and Pabst Brewing, down 
apparently 25%—the entire 25 ex 
panded volume an average of 10.5% 
and the 23 “sales increasers’’ aver- 
aged 12.6%. The median sales in 
crease, including U. S. Rubber and 

Pabst, also was more than 12% 
In the “Fortune Directory” of the 
500 largest industrial corporations, 
141 companies are shown to have had 
a ratio of 7.5% or more net profit to 
sales in 1956. This group represented 
28% of the total 500. But among 25 
fast-expanding big-advertiser manu- 
facturers, 13—or more than half— 
reported a ratio of net to gross of 

7.5% and more. 


made sales increases proportionate 
thei advertising. One exception 


, On the surface, it would seem that 
Se et —_—" é . ‘ 
nee ates ele ee twice as Many among this group ot 
most aggressive advertisers made high 
profits as did Fortune's “500.” 


And in this period of generally re 
Un duced net profit, 12 of the 25 aggres- 


sive advertisers actually made more 


money in 1956 than in 1955, Included 
7; , among the 25 again is Pabst Brew 
4 / / CH): ing. [his company reported to For 


tune a profit of $1.7 million for 
: Qss P are ore 2 
..Certainly! This quick trip to the big game fish from Boca’s nig but apparently operated nm 
1956 at a loss. 
‘The two-year sales trends net pro 
return to Boca for their conventions year after year. And when 


fit-to-sales ratios of these fast-ex- 
has its own 27-hole championship 


wut docks is one of the recreational reasons why so many organiza 


consider in addition that Boca : , ; 
panding big advertisers are shown on 


the preceding page. The End 


course at your threshold, that our oceanfront cabana club, 
ix tenn court ind two swimming pools are yours to enjoy, 


that its meeting facilities can accommodate up to 700-—it is 


nall wonder that = thi LOOU-aere resort estate has become recog 
nized as Florida’s first choice for conventions! Selling is a career whose 


Roca’s firm bookings on full American Plan basis extend as far as horizons are as broad as the 


1966, with many commitments for 1962, 1963 and 1964 sweep of human aspirations, 


— — 
Stuart L. Moore, President and whose rewards, in personal 


satisfactions and in worldly 
Wh 4p Uj wealth, are as rich as human 
e OCW € a OF endeavor can find anywhere. 
2 
Hobland blu 


—Merle Thorpe 
BOCA RATON, FLORIDA 


Write for dates and full particulars to Convention Dept. MG-8 
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$27,000,000,000 is the amount which will be spent or 


1957. Responsible for this construction are the profes aging produ 


architectural! firms. The advertiser of build ng produ and equion 


nen in PROGRESSIVE ARCHITECTURE thar g other architect 


dications of the effectivene of} 


Progressive Architecture means Productive Advertising 


PROGRESSIVE ARCHITECTURE 4 Reinhold Publication 


430 Park Avenue, New York 22, New York ABC -ABI 


THE SCHUYLER HOPPER Co. 


MARKET RESEARCH + SALE& PROMOTION + ADVERTISING 


TWELVE EAST FORTY-FIRST STREET NEW YORK 17, N. Y. LEXINGTON 2-3135 


sryone else in your 


-o sell, IF, and only 


If you listen to him and 
orders. If you don't 
n gets his 


selling and advertising is the cost of guessing what a 
w before he'll buy. Part of that is guessing what he now 
“roduct...or thinks he knows. 


ruesswork and you cut the waste. 


company pouring into advertising ts various forms 


i 
il, booklets, catalogs, manuals, p esentations) without 
what's important to your Real Boss? 


id least costly selling effort, be it 
is that which presents your product in 
your prospect has; some problem he has to 

wants to do better, faster, easier, at 


such Wing, for sure, who the prospect really is, 
that makes him ir rtant to you, and what he thinks about products 


f l 3 ‘or exploring the Real Boss's views - for depth 
Jing of customers and prospects by men who know how to find out what 
ing and planning, and WHY - will cut a lot of guesswork out of your 
’ approach and methods. 


That's the basis of "Ditch-Digging" Advertising*: 
knowing - before you say it - what to say, where 


t say it, and when. 


Sincerely yours, 


Vc heleagle ilgp o 


‘Reo. US. Pot. OF MARKET RESEARCH + SALES PROMOTION - ADVERTISING 
eg ». Pa ) 


‘Experienced in the reduction of guess work in advertising and selling.’’ 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Arrow Metal Products Corp... . A Mayflower Move 
Arnold A. Wasserman appointed 


ice-pre 1 ¢ oft ales newly 


canal ten is a Good Move |! 


Chrysler Corp. . .. 
Charles S. Dennison named general 
re! | tport 1)i ision 


Drackett Products Co. ... 
William D. Peters appointed vice 
pres. in charges of sales and _ sales 


promotion 


Esquire, Inc. ... 

Jerry Jontry, advertising director, 
/ squire Vagazine, and Arthur Stein, 
publisher, Coronet Magazine, elected 
vice-presidents of the corporation. 


Ford Motor Co.... 
Walter | Murphy steps up to 
sales promotion manager, marketing 


staff. 


Nation's Business .. . 

Il heodore C. Chicklis joins maga 
zine as Director of Advertising Re 
search, 


Olin Mathieson Chemical Corp. ... 
\. B Cap) Steele named sales 
personnel manager for Olin Alum 


mun 


Owens-Illinois Glass Co... . 
James M. Wilce promoted to new 


position of product manager fot 


| bb (;la 1) on 


Pepsi-Cola Co. ... 
Donald M. Kendall elected presi 


dent of Pepsi-Cola International. 


Whether you're moving one of your company’s research 
experts, a salesman, an engineer or a top executive, “a 
Mayflower Move is a good Move!” That's what scores of 
Sheaffer, W. A., Pen Co.... Mayflower customers tell us every day. 

Kdmund F. Buryan named 


} 


One satisfied shipper, for example, after a move from 
pres. in charge ol marketing. 


Boulder, Colorado to Wichita, Kansas, wrote us: 


Simpson Timber Co... . “It would be impossible to improve upon the service we 
Don A. Proudfoot made marketing received. | appreciated, especially, the personal interest 
recto! K. Meissner su the van operator displayed in each article moved.” 


tical sales mana ‘ 
ue ® Next time you have company personnel to move, make a 


good move. Call Mayflower! 


Standard Tube Co. ... AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS 
I: \\ ixaut becomes general | 


ies Mlanay 


Sylvania Electric Products, Inc... . =a M AERO 4 
Robert R. Wilson appointed sales | at ayflower 


romotio 


roing 


| NATION-WIDE 
FURNITURE MOVERS 
Westinghouse Electric Corp. . .. 
Robert M. Harris moves 
ee | 


eS iy Oy AMERICA'S FINEST LONG-DISTANCE MOVING SERVICE 
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NoW-A 4REMUEX 
A MAGAZINE 


First-time use of telephone interview technique 


oo - ; 


a ' 


\ Need al 


READERSHIP. Corning Glass announced a new basic 
material, PYROCERAM, with a full-color section in a recent 
issue of The Saturday Evening Post. Two days after the 
issue came out, telephone interviews were made all over the 
country. And, even that soon, some 60 per cent of the people 


interviewed said they'd seen the Corning ad! 


RESULTS. Next. the inquiries started to pour in. Hundreds 
of America’s blue-chip corporations wrote in for further informa- 


POST Sell the POST ff INFLUENTIAL 


A CURTISCO MAGAZINE 
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HEPORT ON 
ADVERTISEMENT 


shows how INFLUENTIAL Post advertising can be! 


tion on PYROCERAM. (And key numbers showed that the Post 


pulled better than three special business magazines combined!) 


REACTION. That’s a lot of influence for one advertisement. 
Both consumers and industries were deeply impressed by it. 
But there’s even more to come. Apparently, the Post (with the 
help of its millions of POST-INFLUENTIALS) spread the word 
among, influential investors, too. For within the next ten days 


Corning stock went up 30 points. 


-the mass market of active influence 


AUGUST 2, 1957 


Redesigned Package Triples Sales 


For White King Cleanser 


. . . not by itself, but with the support of liberal adver- 
tising and strong promotion. The new cans... 


® Are slenderized to fit a woman's hand. 


@ Are produced in foil in decorator colors. 


® Have a rip-off label. 
© Are easier to open. 


@ Won't leave rust rings. 


By ANN BRADSHAW NIHELL 


PINK, BUTTERCUP YELLOW OR TURQUOISE: White King’s 
new cleanser containers are now color-matched to popular kit 
chen and bathroom colors. The colors were selected because of 
their proved popularity among the products of tissue makers. 


The Old: 

"WAY BACK YONDER, the product was gray with pumice. It’s 
white now, and it both foams and bleaches. It was calied 
“Scotch” and was sold in a frankly ugly rectangular box. Came 
foam action, and a new round container. Then “Scotch” was 
dropped as a trade name and the product called “White King.” 


A redesigned package embodying 
both new functional and new design 
values for the housewife has tripled 
sales of White King Cleanser since 
the first of April. 

“Way past our dreams!” said 
Mart C. Spiegel, general sales man 
ager of White King Soap Co. 

“On the grocer’s shelves there’s a 
constant fight for better visibility. If 
vou have a stati approach to yout! 
product, people begin to feel the 
same way about it. Your pack must 
talk for you right on the shelf. In 
these days of self-service, products 
are sold on impulse.” 

Close coordination between sales 
and advertising torces has been a 
key factor in the White King 
Cleanser sales jump that followed 
introduction of the new package. 

The sales and advertising alliance 
was so strong that in late March 
just prior to the introduction of 
White King Cleanser’s glamour 
package, there was a departmenta 
Swapping of assistants in a field tour 
to stimulate salesmen. Mr. Spiegel 
and Assistant Advertising Manager 
William G. Aitken conducted build 
up, division sales meetings in half of 
the I] Western States that are 
primary White King territory; L. W. 
Nolte, advertising manager, and R. L. 
Rumell, assistant sales manager, 
covered the other half. 

Enthusiasm ran high at the field 
sales meetings, as reflected in sales 
goals. Mr. Spiegel and his staff had 


worked up quotas for the salesmen, 
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How to tell which halt of your 


advertising Is 


Wast 


Supposedly it was John Wanamaker who said, when 
he was told that half his advertising was wasted, “Of 


course, but I don’t know which half.” 


He expressed a state of mind which is fairly wide 
spread: a basi belief in the power of advertising, Ccom- 
bined with a nagging doubt about the efficiency ol 
one s own advertising 


and an uncomfortable helpless- 


ness about correcting the real or supposed deficiency. 


Sometimes this uncertainty is merely the result of 
a mistaken belief that advertising should, all by itself, 
perform sales miracles. But all too often it is founded 


on tact. 


There ¢s unnecessary waste in advertising, and there 
is unnecessary confusion about exactly where that 
waste is. Ac tually, however, it is not at all difficult to 
tell which half of your advertising is wasted. Or which 
25%, or which 75%. 

All you have to do iS take a hard and realistic look 
at your advertising program—in relation lo the lolal 
markeling job. Uf you look at it closely enough and ob- 
jectively enough—in the light of sales objectives, or 
the lack of them — the waste will be obvious. That part 


of your advertising is wasted whi h is! 


nol aimed at« learly defined and reasonably attain- 


able objec tives 
not built on sound and current market facts 


nol planned and written as part of an over-all 


marketing plan 


not coordinated with every other selling 


you use 
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As an advertising agency, we do not believe in 
advertising for its own sake, or in advertising without 
an objective. We do believe that advertising is no 
more or less than one of several very important and 


potentially powerful tools of marketing 


Out of that philosophy has grown a method of ap- 
proaching client problems which goes a long way to 
insure that every advertising dollar not only works 
hard, but works in close teamwork with every other 


sales dc ilar 


We are told that the Marsteller-Rickard Method is 
unusual. We are inclined to think that the method 
itself is not as unusual as the fact that we not only talk 
about it—we use it. Consistently, and with good re- 
sults. It has been published in booklet form and we 


will be happy to send you a copy. 


areleller. Lickard, 
CS chardt mil ood, Inc. 


A DBVER T S N G 


NEW YORK ©. CHICAGO . PITTSBURGH 
AFFILIATES 
PUBLIC RELATIONS ® BURGON-MARGTELLER ASSOCIATES 


MARKETING COUNSEL ® MARSGTELLER RESEARCH, Ine 


ue B will pu 


your desk! 


i aay “be te 


+ 


. 
9" oe 
y 


than twice as 


More dollars 


are spent in newspaper ads than in 


many 


Magazine, Radio and TV advertising 


combined 
You cannot begin to estimate the adver- 
that 


tising force supports —or opposes 


your brand —unless you first know what's 


being adverti ed in new spapers 


ACB'S 14 NEWSPAPER 


Retail Store Advertising Reports. Provide a 
curate checkup of dealer tie-in advertising cover 


ing your own and/or competitive accounts 


Tear Sheet Service. Provides tear sheets contain 
ing advertising of any specified dealer or national 


advertiser 


Co-op Advertising Audit Service. Checks, 


measures, verifies claims for allowances 


Scrap Book Service. Specify what newspaper ad 
vertising you want and ACB does the entire job 


Linage and Cost Reports on National Adver- 
tising. Tells you how much and where your com 
petitors are advertising. Linage and Cost of Space 
by Newspaper 


Schedule Listings. Tells what national newspaper 


advertising competitors are running with details 
of same 

Unduplicated Ad Service. Keeps you posted on 
new sales, ideas, premiums, copy themes, etc. as 
they appear 

Outstanding Advertisements. Gives you adver 
tisements exceptional as to layout, illustration, 


size, COpy, ete 


kor further information, see 


These 
,393 isolated markets. It’s a hard job to 


daily newspapers circulate in 


get every issue of every newspaper. It 
requires specialized experience to find the 
ads you want to see. 

You specify what ads you want to see. 
Name the territory to be covered. ACB 


does the rest. 


RESEARCH SERVICES 


Mat Analysis Service. Save money on your mat 
preparation. Know what your dealers want! You 
get a detailed report plus tear sheets of all mats 


used by dealers. 


Paste-Ups For Salesmen. You specify towns to 
be covered, We paste up in accordion fold display 
every ad you and your competition has run 


Brand Mentions. Tells when other advertisers 
mention your product in their ads. Example: 
at the Restwell Hotel, you sleep on Simmons 


springs and mattresses.” 


Advertised Price Reports. Gives prices at which 
dealers are offering your own or competitive 
produc ts 


Magazine Checking Service. Clippings of speci- 
fied advertising from all important weekly and 
monthly consumer magazines. 


Position Report Service. Used by many space 
departments in evaluating position of the adver- 
tising they place. 


4C B's free catalog, or contact service office nearest you, 


“7he Advertising Checking Bureau, Inc. 
New York (16) 79 Madison Ave. » Chicage (3) 18 S. Michigan Ave. + Columbus (15) 
20 South Third St. * Memphis (3) 161 Jeflerson Ave. + Seam Francisco (5) 51 First St. 


ACB READS EVERY 


AOVERTISEMENT IN EVERY DAILY NEWSPAPER 


but had withheld announcement of 
them. At the kick-off meetings—after 
the new package had been unveiled— 
the salesmen were asked to set their 
own quotas. These doubled or tripled 
the ones set by the company. (Com- 
pany quotas were scrapped, still re- 
main a secret.) 

The new package is slenderized to 
fit a grasp comfortably. 
Wrapped in a choice of decorator 
pink, yellow or turquoise foil, it’s 


woman’s 


an article housewives won't hesitate 
to leave on view and conveniently at 
hand. (Most cleanser cans are con- 
sidered unsightly, are hidden under 
the sink, where they are hard to 
find.) Further, it has a copper-like 
bottom and there’s no longer the 
danger that a rust ring will be formed 
if the can is left in a damp spot. 

“Another major feature,” Mr. 
Spiegel explained, ‘is the bolder, dis- 
posable paper label which can be torn 
off easily, leaving the container free 
of advertising other than the product 
name on the can top. Incidentally, 
holes can be made with a pencil point 
or even a toothpick. We've further 
improved the speed of label removal 
since the new package went on the 
market in April. At that time, we 
indicated a corner to be pulled. Now 
we have made the label band narrow- 
er and perforated it so that it zips 
right off.” 

The evolution of this show-piece 
container is the result of consider- 
able research. White King investi- 
gators weighed several factors: 


1. Only 20% of the public is in 
the market for a cleanser at any 
given time, and only 75% is in the 
market for a cleanser at all. Average 
purchase is two cans at a time, but 
normal use is only one can a month. 


2. The public is attracted to a foil 
wrap. 


3. Colored tissues have received 
wide public acceptance. (White King 
selected its colors because of the suc- 
manufacturers have had 
with them and because they either 
match or contrast well with most 
bathroom or kitchen color schemes. ) 


cess tissue 


White King made a field observa- 
tion test. It is assumed that many 
women with faulty sight do not wear 
their glasses while shopping, and 
can’t see too well as they scan some 
700 items in the cleanser and soap 
aisle of today’s super market. A care- 
ful study of the colors and types of 
containers they selected contributed 
to the form of White King’s change- 
over. 

After the company sales and adver- 
tising executives settled on package 
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changes that would stop “the blind 
housewife,” they launched a vigorous 
campaign. 

Salesmen were offered cash prizes 
for total sales over their self-set 
quotas, for distribution and for di 
vision scores. (White King at various 
times during the year offers mer- 
chandise prizes in sales contests 
TV sets, transistor radios and coffee 
makers, for the most part.) 


Sent to Buyer's Homes 


The way was subtly paved for 
salesmen before they called on dealers 
for the first time: A parcel of the 
cleanser, in all three colors, was sent 
to the homes of key buyers, addressed 
to the wives. Accompanying it was 
this message: “Your Sneak Preview 
. . . Ever see cleanser packages as 
beautiful to look at as these? 

‘The decorator design is an en 
tirely new idea from WHITE 
KING. We wanted to offer the 
homemaker a cleanser package she 
could be proud of—one she could 
leave out in the open in her kitchen, 
bath and powder room. So, as you 
can see, the labels zip off to leave 
glamorous foil wrappers in three 
different colors. 

“This cleanser is new in other 
ways, too. The shaker holes open 
with a pencil point. The base of the 
container is rust-resistant . . . We 
wanted you to be among the first to 
know about new WHITE KING 
CLEANSER. And we sincerely hope 
you like it.” To put it all on a 
woman-to-woman basis, the letter 
was signed by the company’s director 
of home economics. 

Grocers were provided with shelf 
cards, window banners, line banners 
and stacks. In the works is an il 
luminated, giant, full-color repli a of 
the new can on a rotating base. Some 
5-feet high, it will be the point-of 
purchase stopper in a great stack of 
merchandise. 

The company makes tie-in mats 
available to dealers for cooperative 
advertising. 

A suggested retail price offers 4 
to 8% higher margin of profit. 
White King Cleanser had sold at 
2 for 25 cents. The current sug 
2 for 31 cents, an 
advance not out of line with com 
petition and to which dealers have 


gested price is 


more or less adhered without any 
consumer resistance. 

“This meant less markup for our 
selves and more for the dealer,” Mr. 
Spiegel said, “but it blew up our 
volume sales.” 

A major advertising program has 
supported the campaign and has been 
concentrated primarily in the West. 
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A ONE BILLION ONE HUNDRED SIXTY-NINE 
MILLION DOLLAR MARKET 


meno Just ONE 


METROPOLITAN aed 
AREA 


(Summit County medium 
covers 


AKRON 


Biggest One 
Newspaper City 
in the Nation 


MEDIA COVERAGE OF AKRON METRO AREA 


Media Circulation | % Coverage 
AKRON BEACON JOURNAL daily 132,934 | 96.5% 
AKRON BEACON JOURNAL Sunday 126,165 | 91.6% 
Cleveland Plain Dealer daily 13,760 10% 
Cleveland Plain Dealer Sunday 8,342 6% 
Cleveland Press daily 1,366 1% 
Cleveland News daily 548 | less than 1% 


AKRON METROPOLITAN AREA—OHIO’S MOST 
CONCENTRATED AREA OF GREAT INDUSTRIAL NAMES 


CHRYSLER $85 MILLION *WEATHER. SEAL 

Stamping Plant BABCOCK & WILCOX 
GENERAL MOTORS COLUMBIA-SOUTHERN CHEM. 
Euclid Division QUAKER OATS 

*WORLD’S TRUCKING CAPITAL AMERICAN HARD RUBBER 
“ENTERPRISE MFG. CO. *MOHAWK 


; *GOODYEAR 
B. F. GOODRICH *GENERAL 


*ALSCO *GOODYEAR AIRCRAFT 
*McNEIL MACH. & ENG. CO *SAALFIELD PUBLISHING 


* FIRESTONE *ROBINSON CLAY PROD 
*FIRESTONE STEEL *NATIONAL RUBBER MACH 
*SEIBERLING DIAMOND MATCH 


* Indicates Main Plant and Offices 


AKRON BEACON JOURNAL? 


Ohio’s Most Complete Newspaper 


STORY, BROOKS & FINLEY, Representatives 
JOHN $. KNIGHT, Publisher 


WE BELIEVE IN STATE FARM PUBLICATIONS 


On June 28th, Prairie Farmer Publishing 
Company announced the purchase of two 
other great farm publications — Wallace’s 
Farmer and lowa Homestead, and Wisconsin 
Agriculturist and Farmer. Prairie Farmer 
is proud to combine with these two highly 
respected organizations, and is pledged to 
continue the editorial policies which have 
made them the favorite publications of the 
vast majority of farmers in their respective 
states 

We believe that the state farm paper is the 
best vehicle to serve the combined local in- 
terests of farmers, retailers, distributors and 
advertisers. 


Only state farm publications can zero- 
in their editorial coverage so perfectly. 


RAIRIE.}"ARMER 


1230 Washington Bivd., Chicago 7, Illinois 


and 


WALLACES FARMER 


Iowa Homestead 


Des Moines, lowa 


Only state farm publications are read 
so thoroughly. 


Only state farm publications give such 
depth of circulation. 


Only state farm publications are such 
favorites with farmers and dealers. 


For these reasons Prairie Farmer Publish- 
ing Company will continue all three pub- 
lications as in the past. All will operate as 
separate, localized editorial operations. All 
continue their the 
Midwest Farm Paper Unit. 


will memberships in 


For more information, contact our represent- 
atives or The Midwest Farm Paper Unit. 


NSIN , 
griculturist 


Racine, Wisconsin 
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Advertising, principally in color 
has run in Sunday supplements 
comics and grocers’ journals: Metro 
Pacific Group of Comics, Puck 
Comic Weekly, Western Kdition of 
Chain Store Age, and The Key, a 
pricing book of Marketing Services 
Corporation lhe 
highlighted n commercials on 
“Sheriff of Cochise,” a twice weekly 
TV show which the company has 
sponsored jointly with Star Kist 
‘Tuna since October 1956. 

After July 1, use of comics gave 
way to I\ radio San Francisco 


area and to a test of minute 


new container 1s 


color 
movies in 19 theatres in 


Phoenix and 
7 in ‘Tucson. The experiment in 
minute movies runs 29 weeks: ‘There 
will be 13 weekly showings in each 
area with an off period followed by 
three extra weeks in Phoenix. 

About to hit the shelves is. still 
another remodeled White King con 
tainer: Liquid detergent will appear 
in a 22-ounce can (it was a 12-ounce 
one) with an arresting design of 


a 
white teat drop 


pattern against a 
deep SCa blue bac kground., 

White King is one of the country’s 
four largest soap makers. It is the 
Los Angeles pioneer in its field 
originating there in 1860. 


‘This is said to be the first company 
to introduce a washing machine soap. 
Its present products, other than the 
cleanser, are White King Soap, 
White King 1) detergent ) White 
King Liquid (to 


I appear in the tear 
drop container), White King Wate 


Softener and Conditioner 


and three 
toilet SOAaDPs : cold 


cream, lemon and 
Sierra pine 

W hite King pre ident Andrew 
Forthmann, a keen 


package-modernizing 


K 
supporter ot the 


program Is i 
third generation 


descendant of one 
of the founde: 


The End 


TUTTLE 
Brand Success or Failure 


“A motorist approaching an X 
gasoline station may intend to 
turn in and buy gas. However, 
when he notices that another 
car is being serviced, he may 
decide to pass the station and 
turn in at the next one, which 
just happens to sell Y gasoline. 
Whatever minute reason moti 
vates him to buy X or Y is typi 
cal of the problems in real mar 
keting. It is the multitude of such 
small forces multiplied by the 
millions of consumers’ which 
makes one brand a success and 
another a failure.”-—Alfred Po 
litz, Alfred Politz Research, Inc., 
in The Public Opinion Quarterly. 
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oF 
Ow et YUM 
Goes ink 
this be 


besides a 


v PAPER BOARD 
EDERA COMPANY, INC. 


NATIONAL rAaoRRiI S 


r US 
PAPER ™M it 
oO Din G BO x 
f * SION Oivistion 
ervey 
Sates orvices: NEW YORK WY wIiCAGO won oven ue wena ! 9 
AND PALMER MASS EVELANO AN euBENY yn10 
POLOING GOK PLANTS, BOGOTA . nage. cones § . 
sTeuseny « Ono PITTSeURGH Fs MOR we ; 
MONTVILLE ANO VERSA «* 


Now... Al Express - 


ack in Full 


~ 


& 
di 
> 


America’s scheduled airlines. 
= 
2! 13,500 trucks. 
| ai! 42,000 trained employees. 


\ 
: 10,212 daily flights on V , 


Complete coverage of some 23,000 communities in 48 states, 
Alaska, Hawaii, Cuba, Canada. 

Why Air Express is First Complete responsibility: one carrier all the way. 

Choice of Modern Firms: Complete facilities: ground, air, rail, with a nationwide private 
wire system, and many radio-controlled trucks. 
Plus reliability: proved for 30 years. 
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Jperation 


als 
“ 


All the key advantages of Air Express in modern 


marketing are again at your service. 


SHIPPING ECONOMY: You often save dol- 
lars with Air Express. For instance, a 10 lb. 
shipment from New York to Detroit costs only 
$3.46 via Air Express ... 79¢ less than any 
other complete air shipping method. 


OVERNIGHT DISTRIBUTION: You get stocks 
to retailers nationwide, fast; meet deadlines 
without overtime or “down time” cost. 


NATIONAL SAMPLING: You test new models 
in key markets in double-quick time. 


PROMOTION PROJECTS: Your goods and dis- 
plays are in stores, ready to tie in as advertising 
and publicity swing into action. 


EXTENDED SELLING SEASON: You gain up 
to an extra month of selling by guaranteeing 
Air Express delivery on even last minute re- 
orders of fast selling items. 


CENTRAL WAREHOUSING: One depot plus 
Air Express to some 23,000 points effects major 
annual saving over many warehouses with 
duplicate stocks. 


*Note: To those affected by the partial strike of Air Express, we are happy to 
announce full resumption of the only complete air shipping service. 


Air Express is the ONLY COMPLETE 
door-to-door air shipping service. 
For full information on your 
shipping problems, just call your 
local Railway Express Agency, and 
ask for Air Express. 


ad 


> Air Express 


30 YEARS OF GETTING THERE FIRST via U.S. scheduled airlines, 


ALL AIR EXPRESS ... divisionof RAILWAY EXPRESS AGENCY 
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TWO 


LUCKY WINNERS, accompanied by Line 


Material Industries brass, 


got a chance to shake hands with Fred Haney, manager of the Milwaukee Braves, 


early in the season 


In the stands, I. 


to r. are Duane Jensen, Utah Power & 


Light Co., Salt Lake City; R. G. Wheaton, L-M president; W. M. Dusenberry, 


L-M em; 


Haney is greeting John Malone, New Orleans Public Service, Inc. 


Baseball Contest Scores High 
With Line Material's Customers 


Transformer manufacturer starts a season-long baseball 


game with 5,000 players and a battery of ways to win. 


Prospects fast becoming baseball (and company) fans. 


\lwa play ball with your cus 
tome is a motto at Line Material 
Co \lilwaukec a division ot 
\ieCjraw-Edison Co 

\ll right, then, let’s ALI play 
ball ui \lbert R Wacehnet 
L-Nl director of Product Manage 
ment i the ba eball 
proa hed \W iehnes COMCECLY 
eloped a promotion plan that uses 
baseball, one of Milwaukee's major 
istrie to help boost | \L's 

|-Wound Distribution 


Q)t course, it8 a happy co 


scason ap 


ed and de 


trans 


ncidence that L-M > transformers are 

Round-Wound,” as are baseballs 
Waehner’s brain child has 
oped into a national “game” called 
Round-Wound Baseball” which had 
ted approximately 5,000 “play 


by the 


dey el 


time registrations closed 
Day, April 15. All a 
sign a pre 


ution ¢ urd indicatu y 


whether he was an \merican 01 
National put the card 
stub in a sate place and hope! All 
the bookkeeping details 
games played scores, ete are taken 
care of by L-M. 
Registration cards and 
numbered | to 100, Each week the 
all completed official 


League tan 


number of 


stubs are 


runs scored in 
American and National League games 
are totaled. 


cards, the last two digits of whose 


Holders of registration 
number are identical with the last 
two digits of the total number of 
“Weekly 
Award”: a major league baseball, on 
which is imprinted ‘This baseball is 
Round-Wound so is the World’s 


fest Lranstormer,”’ 


rubs scored, receive a 


mounted on a 
small plastic desk stand bearing the 
winner's name in gold lettering. 
Registration cards of all weekly 
placed in a 


award recipients are 


“(Golden Round-Wound ‘Transform 


+r Tank” from which winning cards 
for two of the four Grand Awards 
will be picked Sept. 8. 

Grand Awards consist of all-ex- 
pense trips for two persons fo the 
home field of their favorite league 
to see two of the World Series games. 

The other two Grand Award re- 
cipients will be selected in a second 
drawing from all the registration 
Winners will be those lucky 
people whose numbers 
end with two digits identical with 
the last two digits in the sum of all 
throughout the entire 


cards. 
registration 


runs scored 
and, of course, whose cards 
are drawn first. Award 
may elect to*receive $500 in cash in- 
stead of the trip, or $250 in cash if 
they make the trip alone. 

‘There are monthly awards of all- 
expense trips to Milwaukee to see the 
Braves play two games, with winners 
chosen in the same way as the Grand 
Awards. 

Monthly award recipients are flown 
to Milwaukee through arrangements 
with American Airlines. ‘They are 
met at the airport by Line Material 
executives and made comfortable at 
the Schroeder Hotel. 
after breakfast with L-M_ personnel, 
they tour the company’s local re- 


reason 


recipients 


Next morning, 


search, test, and manufacturing fa- 
cilities. Lunch is followed by a visit 
to the company’s general offices. Fri- 
day night they attend the ball game 
at the Milwaukee County Stadium, 
where they are introduced to players, 
interviewed on a local radio program 
and given the VIP treatment. 

Saturday morning is devoted to a 
tour of the city and shopping or just 
taking it easy. Lunch is followed by 
the afternoon game, then dinner, and 
entertainment of their choice. 

Line Material doesn’t forget the 
“week-end widows” back home. At 
about the time her husband is ar 
riving in Milwaukee, each wife re 
ceives a gift of an evening bag. 

As each guest leaves Milwaukee he 
is given a package of French perfume 
for his wife and gifts for himself. 

Assuring a good time for Grand 
\ward recipients took some doing. 
Hotel reservations had to be made in 
all cities where it Was even remotely 
possible that the World Series might 
be played. Game tickets were ar 
ranged for through cooperation of the 
Braves management. Product promo- 
tion has been tied in with monthly 
mailings to all players. 

‘The project has been’ so successful 
in generating good will and height- 
ened interest in L-M’s product that 
the company’s Legal Department is 
taking steps to copyright the idea. 
Plans are already under way to make 
the game an annual event. The End 
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BIGGEST 


little 
point-of-purchase 
salesman 


AUGUST 2, 


QUALITY 
PROTECTED WITH \ | 


YNOLDS atta 


ALUMINUM 
PACKAGING y, 


¢ 


In a nationwide survey of housewives — just 
completed by a leading independent research 
organization — 83.3% identified the Reynolds 
Wrap Aluminum Packaging Seal, up 11% 
from 1956. Nine out of ten of these women re 
called where they had seen the Seal...and six 
out of ten stated a preference for products 
carrying it. Reasons cited included: “Fresh 
ness”, “Protection”, “Guarantee of Quality”. 


Behind this brilliant showing is the accumula 
tion of over 13 billion consumer impressions to 
date—full screen on network TV —full color in 
national magazines—in huge dimension on in 
door and outdoor spectaculars — close to the 
shopper’s reaching hand on attractive store 
displays. 


But most effective is the Seal that appears 
however small—right at the ultimate point of 
purchase...on the package itself! Watch a 
woman shopper reach, look, consider—and you 
know this is the critical moment when, the 
Power of Protected Quality clinches the sale 
Put that power to work for you! Call the near 
est Reynolds Sales Office—all principal cities 
Or write Reynolds Metals Company, General 
Sales Office, Louisville 1, Kentucky 


See 
“CIRCUS BOY”, 
Reynolds dramatic 
adventure series, 
Sundays, NBC-TV. 


Watch for Reynolds on “Disneyland”, ABC-TV Network 


eee MA te Mr i | 


“tee i 


il 
HAHAHA HH H 
ANNIMHTI| Hh : 
Hi TH Tit | 
HNL iH i Hilt Han 
iH) Hi wi HAN IE 


: wnt ie 


i wn 


Hittin, 
Hitt} 


201 Claas, OS Sie 


AULA! 


| 


The sound difference 
in nighttime radio... 


WESTINGHOUSE BROADCASTING COMPANY, INC. ©@9 


RADIO: BOSTON, W8Z+WBZA «+ PITTSBURGH, KDKA + CLEVELAND, KYW + FORT WAYNE, WOWO «+ CHICAGO, WIND + PORTLAND, KEX 


TELEVISION: BOSTON, W8Z-TV «+ PITTSBURGH, KDKA-TV + CLEVELAND, KYW-TV + SAN PRANCISCO, KPIX 
All other WBC stations represented by Peters, Griffin, Woodward, Inc. 


WIND represented by A M Radio Sales. * KPIX represented by The Katz Agency, Inc. «+ 


It wa 1 re hot, cloudless day 


on the \ rsey shore. ‘The sun’s 


only con petition was a little bi plane 


buzzing overhead 


And a bi-plane in 
these jet propelled days enough to 
iuse a bit of a stir, even at the sea 


hore, | 


ou ot another cra, Was 


irthermore thi little buzzer, 
dragging a 
“Revlon Sun 


Peeling!” it 


large and colorful sign: 
Bath lan Without 
read, Before the day was over we 
noticed two bottles of Revlon’s new 
est product in use on that beach. 

And Monday we looked up ds. 3. 
Pike, president of the Sky Writing 
America, 


responsible for most of the sky typing 


Corporation of which is 
banner towing, sky writing and sky 
broadcasting we lasterners know. 
We tound Mr. Pike bluer than the 
“No,” 
couldn't say 


ky outside (it was raining). 
told u candidly you 
a iu hy in eviden Cc 
it wa \ ivo Why? 

t ked 
I he he replied. “Stuff 
yore Oo preces New York's prac 
illy in the Hurricane Belt these 


he went on, you 
not just good weather. You 
must have nigh pertect weather 
cloudless blue skies, little or no wind 
that might dissipate the — letters 
formed by a plane's exhaust. And 
those perfect days hardly come in 
June anymore when “if ever come 
pertect days let alone July or 
ist. And it is not just the weather 
played havoc with the sky 
business. City mog created 
industrial fumes in conjunc 
tion with other undesirable elements, 
contribute to impossible sky writing 


conditions. Which is why more advet 
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THE HUMAN SIDE 


BY HARRY WOODWARD 
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tisers who want to take their adver- 


tising to the clouds, use banner 
towing. 


But Pike's 


planes the 


company owns 10 
bi-plane we saw over 
New Jersey is one—and has a staff 
of free-lance sky writers at its beck 
and call. Sky Writing Corporation 
can, if the weather cooperates, furnish 
an advertiser with that spectacular of 
the medium, sky typing. Sky typing 
is Pike’s own invention and requires 
seven planes and seven skilled pilots 
to man them. ‘The seven planes flying 
in formation, emit a series of puffs to 
make perfect block letters. “They fly 
at 10,000 to 15,000 feet and cover 
700 square miles. But few advertisers 
are willing to undertake such an ex 
pensive one-shot campaign. 

Sky Writing, Mr. Pike told us, 
began during World War I, when 
the British, who invented it, planned 
to use the new operation for commun 
ications. But the War was over before 
it—so to speak—got off the ground. 

In the early 20's, however, a 
sritish pilot who saw commercial pos 
electrified New York by 
“Hello U.S.A. Call 
Vanderbilt 7200.” ‘The number was 
that of the Vanderbilt Hotel where 
he had set up business headquarters. 
And the hotel’s switchboard was tied 
up for hours. 


sibilities 


spelling out 


Pike has been in the business 25 
years. One of his earliest clients was 
Lucky Strike which hired him to 
sky type “Smoke Luckies.” ‘The fee 
was $1,000 a message. And before 
they had completed the long-range 
campaign Pike had collected 1,800 
fees of $1,000 each! But the most 
famous of all sky writing campaigns 
was that of Pepsi-Cola, After World 


War II the bottler used so many of 
the sky messages that one wag sug- 
gested the flying saucers that were 
causing a stir at the time were simply 
sky writing machines 
practice work. 

Sky writers, we learned, need. six 
months or so to learn the art. Sky 
writing is always done backwards— 
words are written from right to leff 
in order to insure legibility from the 
ground. A good sky writer can pro- 
duce a message visible 15 miles away, 
retaining easy legibility for 30 sec- 
onds. The hardest job: Keeping all 
letters the same size. Each pilot has 
his own “handwriting” and Pike can, 
by looking at the sky, tell you who’s 
doing the sky writing. ‘The greatest 
bane—aside from the weather—is a 
jet plane. It can dissipate the clearest 
sign in a single whoosh. 

Sky Writing is done by tripping a 
trigger in the cockpit; this ejects an 
oil compound into the exhaust pipe 
where the oil is turned to smoke. The 
writing is always done into the wind 
and away from the sun’s glare. 

Pike once had two pilots working 
for him who liked to go upstairs and 
play tic tac toe when business was 
slow. And since he was once a sky 
typer he let them go to it. 

A candid man, he recognizes that 
sky writing has its advertising limita 
tions. “It’s a forceful reminder of a 
trade name,” he says. “It’s perfect for 
introducing a new product. Where 
else can you get such an area satura- 
tion? A name seen in the sky is 
seldom forgotten.” 

As we talked he looked out at the 
lowering sky. “But the damned 
weather can ruin everything,” he 
added sadly. The End 


doing some 
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TOLEDO 


vs the key , 
toxihe sea, 


atural western terminu 
eaway Averaye 

pen seasor Port of Toledo is 
nonths—4/ days longer tharany ther 
Lake Erie port. Ninth largest port in the 
already the center of 

third market witt 

net effective buying power What will 

t be when the t. Lawrence Se iway 
ep your sights trained on 


ledo, the key to the sea 


PORT BRIEFS 
from the 
PORT OF TOLEDO NEWS LETTER 


Published by The Toledo-Lucas 
County Port Authority 


Blade article, Dr. J. R 
Hay, State Director of Agriculture, said 


According to 


Toledo has done more to get ready for 
the Seaway than any other city in 
Northern Ohio. Speaking before the 
Northwestern Ohio Newspaper Associ 
ation, Dr. Hay expressed the view that 
Toledo is ahead of other cities because 
its Port Authority is functioning, negotia- 
tions are underway to purchase land for 
port facilities and civic groups are work 


ing to promote Toledo as a Seaway port, 
. 


Captain Johann Kvam, Skipper of the 
MS Ternefiell, received the glass ‘Key to 
the City” in recognition of the first ocear 
freighter to visit Toledo as part of regu 
larly scheduled service. The Ternefiell 
naugurated the Fiell Oranje Line's plar 
to have vessels call at the Port of Toledo 
every ten days. Captain Kvam's vessel 
took aboard 275 tons of Jeeps bound for 
Rotterdam, 25 tons of hides for Hamburg, 
20 tons of scales for LeHavre and three 
tons of auto mufflers and tail pipes for 
Rotterdam 
* 


260,000 pounds of leaf tobacco from 
Kentucky was taken aboard the Cleo 
patra of the Hamburg-Chicago Line at 
Toledo recently for shipment to a broker 

Hamburg who heretofore has received 
ill shipments from east ist ports. (See 


photo.) 
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TOLEDO’S 
are the key 


NEWSPAPERS 
to this 

great and growing market on the 
St. Lawrence Seaway 


The rich 14-county Toledo market is ranked third in Ohio (after only 
Cleveland and Cincinnati) with net effective buying income of 
$1,996 423,000. With farm sales of $212,584,829 the Toledo market i; 
first in Ohio. The Toledo BLADE and TIMES penetrate this market 
in depth with 90% daily city zone coverage, 80% Sunday 59% daily 
trading zone coverage, 54% Sunday. To open the door to this big, grow 
ing, industrial-agricultural market you must use the proper key — the 


TOLEDO BLADE and TIMES 


ES Mon iy 


Now being readied for immediate distribution is the huge 
Master Report of The Milwaukee Journal Study 
, in Newspaper COLOROPTICS. 


In addition to providing comprehensive data on readership of 
ROP color vs. black and white advertising, this study, 

in scope, range and volume goes far beyond anything before 
attempted. Answers to a score of important questions are 
provided from 3,600 interviews: How well was the ad read? 
How well remembered five days after publication? What was 
. the response? Reader reaction? Impressions? 


Most important, matched data covering 24 split run tests 
measures the response for color ads and black and white 


counterparts in the most ext | ion of ROP mior. 


HE'S PLANNING A NEW 


CATALOG IN THE DARK. 


HE DOESN'T KNOW ABOUT THE 


CATALOG COVER SELECTOR 


NATIONAL 
BLANK BOOK 
COMPANY 


Holtyoke, Mass. 


TS 


a 
‘ 


ft 


YOUR NATIONAL STATIONER can save 
you a load of work and headaches when it comes to 
planning your new catalog or sales manual. How? 
By showing you what your catalog can look like 
physically before you spend a dime. The Catalog 
Cover Selector shows you much more than just 
covers or binding materials. It shows a wide choice 
of color stampings, stock mechanisms, embossing 


effects, indexes the whole works! 


After you have made your decision as to what com- 
bination of components you want — you have some 
thing tangible to show others in your organization 


still without spending a penny. 


Why plan in the dark? Do it the easy way — call 
your National Blank Book Stationer today and tell 
him to bring up the National Catalog Cover 


Selector*. There’s no obligation. 


or write us at Holyoke for 4- 
colored folder about National’s 
custom designed catalog covers. 
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Tools for Selling: 
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PORTABLES AND PROFITS: Here’s a display of RCA Battery Division's pro 


motional campaign kit; a real “Tool 


for Selling” as far as battery dealers 


and distributors are concerned, Most items have been reprinted several times 


RCA Radio Battery “Profits Come to Life’ 
With New Portable Sales Promotion Kit 


\ double-duty sales slogan—which 


with a minor alteration appeals to 
onsumers and dealers alike—is the 
base upon which the Radio Corpora 
tion of America Battery Division has 
built this year’s version of its annual 
marketing campaign kit. 

“Portables come to life with RCA 
is the kit’s selling point to 
the consumer. ‘lo the distributor and 
dealer, the key is “Profits come to 
ae 

‘This 
promotional kit is the latest example 
of how RCA sales tools have helped 


Satter 


batteries,” 


portable  distributor-deale1 


the firm’s comparatively new 
grow A newcomer the 


vision ¢g 


ten years ago, RCA is now one 
of the leaders. (The « ynpany e 
mates that it does lead in the radio 
battery market. ) 

The kit was designed to aid both 
RCA division salesmen and RCA dis 
tributors. Since battery salesmen also 
sell many other RCA technical prod 

s, a compa complete selling kit 
was a necessity. RCA distributors 
also wanted a kit stocked with a full 
line of promotional aids which the 


ould show dealers 


lhe company; with the assistance 
of SKA design studios in New York 
filled the bill with this lightweight, 
portable kit. It 


a foot wide by 


Measures approxi 


mately a foot long b 
six inches deep. 

Of the 2,000 kits assembled last 
March, 40 
salesman and approximately 600 were 
mailed, free, to all RCA battery di 
tributors. Ihe RCA salesmen demon 


went to each division 


SELECT-A-FILE: 
helped dealers 


This RCA gales tool 
make sales by pro 


viding technical battery information 


strated the kits and 

teries to the distributor I he 
offered the kit's pro 
motional material to their dealers, in 


sale of RCA 


butors, in turn 
conjunction with the 
radio batteries 

A promotional flyer, detailing each 
included in the kit fos 
Viany di 
to dealers to show 
rilable 


pur hased 


ales tool wa 


distributor tributors mailed 


these flyer them 
what sale aid 
Other distributor 
plete kits tor their own salesmen 
While the kits cost RCA ibout 
$10.50, distributor purcha ed them 
for S10 out of thei ale 


fund \ percentage ol each 


were a 


promotior 
dollar 
worth of merchandise bought 
Ie y the distributor 

ales promotion fund, ¢ 
this, he may buy what promotion 
material he desire 


The kit include 


heet display 


copies of 

dealers may order fos 
, 

paiggns Radio and 


cript ire there, toe 


the budget 
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To keep em selling, keep ’em in- 
formed. Build your own sales 
training program with the new 
Ekotape 270 recorder. Manage- 
ment messages, engineering data, 
successful selling techniques of 
top-notch salesmen can be pre- 
sented easily, effectively, inex- 
pensively with this fine new train- 
ing tool. And its versatility doesn’t 
end in the “classroom”; it serves 
equally well for point-of-sale 
displays, dealer meetings, trade 
shows, advertising presentations, 
market and product research. 


i=H oe 


ELECTRONICS DIVISION 


WEBSTER 


BAM RACINE wis 


ape 


RECORDERS 


2) All-weather outdoor banner; 
more than six feet long, this three- 
color vinyl plastic banner carries the 
“portables come to life” theme. 


3) ‘Tinker-panels display kit; a 
standout display which the dealer can 
easily assemble into any size or shape 
he desires. The materials are 12 foot- 
square cartoon display panels and 
over a dozen wire braces. The kit is 
good tor store window, counter, or 
floor purposes. 


+) Decal and streamer; reminders 
for in-store, door, or window place- 
ment, which repeat, “Portables come 


to life with RCA, ...”’ 


5) Counter merchandiser ; this new 
merchandiser provides prominent 
show space for a varied dealer assort- 
ment of radio batteries. 


6) Dealer selling kit; gives battery 
prices, interchangeability information, 
etc, 


As an informational aid, RCA of- 
fers a select-a-file which shows pi 
tures of, and gives battery replace- 
ment data for, practically every porta- 
ble radio currently in use. 

Most of the kit’s individual items 
were prepared in larger quantities 
than the original kit “run” to satisfy 
projected dealer demand. ‘This initial 
order was immediately purchased and 
most items have been reprinted several 
times. ‘The select-a-file order, for ex 
ample, was doubled. 

‘Trade reaction to the kit has been 
“beyond our expectations,” according 
to Fred Vanacore, RCA administra- 
tor of advertising and sales promo- 
tion. RCA knew what the trade 
needed in a promotional kit, he said, 
but the marked enthusiasm from dis- 
tributors and dealers surprised even 
the company. 

As tor volume, RCA’s sales “have 
been favorably affected,” since intro- 
duction of the kit. 

Which means “profits have come to 
life’ for RCA _ distributors and 
dealers. The End 


COMING 
SEPTEMBER 6 


Fluorescent Color 


Dramatic improvements in 
high-frequency color have ex- 
tended its applications to in- 
clude billheads, business cards, 
checks, catalogues, labels, maga- 
zine inserts, and sales tools of 
many types. 
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Papa works from O05... 


... more than 1,775,000° fathers in PARENTS’ MAGAZINE 
homes... young fathers... conscientious fathers (a higher 
percentage of male readers than any other Women’s magazine)... 
men who, despite their youth, have relatively high spending power. 
(PARENTS' ranks Ist among all magazines in percent of 
reader-families with incomes $4,000—$9,999!) 


Mama works from '7 to 9... 


(am) (p.m) 


... more than 1,775,000" mothers with well! over 
% million growing children in PARENTS’ MAGAZINE 
homes... young mothers whose families buy 
virtually all kinds of goods and services 
annually to the extent of $7 billions! 


arents’ Magazine works 


from 1 BioB4 


... the only major magazine devoted exclusively to families 


with growing children--biggest buyers of most products 
PARENTS’ reaches by far the highest percent of MOTHERS 
18-34 years of age! (Twice as high a percent as any other 
Women’s, Monthly, or Weekly magazine.) 


To increase your sales in biggest- buying families with children, let PARENTS 
MAGAZINE work trom 18 to 34 for you! 


cmcuuanion cussanrer 1,275,000" 
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COMMANDS CONFIDENCE! \%_ MAGAZINE . MONTHLY READERSHIP 
UPS SALES! sto 6,000,000 


AUGUST 2, 1957 
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in fast-service 
eating places, 
twice-the-turnover 


per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 
Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 
Drive-ins 
Drug Stores 
Fountains 
industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 


Main Highways 
In Industry 


THEY ALL HAVE 
ONE THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 
for an advertising schedule 


FAST 
FOOD 


the magazine serving counter 
and tountain restaurants 


386 FOURTH AVE. 
NEW YORK 16, N. Y. 


Mail Promotion 


By JANET GIBBS 


Sales Promotion and 
Direct Mail Counsel 


Direct Mail Copy 


EVERYBODY GRIPES about direct mail copy but few DO an 
thing about it. The planning and strategy used in direct mail is 
different from any other form of advertising. And your copy should 
be written by professionals or staff people with experience in this 
specialized field. 

Direct mail copy is a big subject too big for a “course” in it 
to be crammed into this limited space. But we'll help by continuing 
to blast or throw bouquets at material you send in. Remember .. . 
you ve a standing invitation to ask questions, ask for comments and 
contribute your mail promotion experience in an exchange of ideas 
with other readers. 

What we can do is present an outline of a “refresher” course. So 


whether you're looking for inquiries or orders, here it is: 


SELL THE INDIVIDUAL! With a clear mental picture of your 
ideal prospect, you'll find it easy to tell and sell him. Don’t sell to a 
mailing list. “That list is made up of people. Whether you sell ideas 


services or products sell the individual. 


BENEFITS MOVE PEOPLE TO SALES ACTION! Almost ever) 
one wants to know what’s in it for him— what benefits he will 
receive or how he can protect benefits he now enjoys. ‘Tell him 

. how your product or service benefits him 

. what makes it a better buy 

. how it will save time, money or effort 

. how much it costs 

. where he can get it 


. how to order. 


MOTIVES FOR SPENDING MONEY! Some years ago the Direct 
Mail Advertising Association listed the results of a motivation stud) 
it made. The findings, still valid today, were that people buy in 


order to: 


make money 

save money 

save time 

avoid effort 

gain comfort 
maintain cleanliness 
maintain health 


escape physical pain 


gratify curiosity 

protect family 

be in style 

own. beautiful possessions 
satisfy appetite 

emulate others 

increase enjoyment 


avoid criticism 
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win praise be individual 

be popular protect reputation 

attract the opposite sex take advantage of opportunities 

conserve possessions avoid trouble 

Figure out the basic reasons why people would want your product 
or service, and slant your appeal toward the motivations that will 
make them buy. 

Having established the appeal you'll use, draw up a list of basi 
facts about your organization facts to support your appeal and 
make people want to do business with you. ‘These will be the founda 


tion of your direct mail copy. 


1. List all the reasons why your product or service is better than, 


or different from, your competitors’. 


List all the points of sales resistance you may meet he argu 
ments against doing business with you (perhaps because of loca 
tion, cost of transportation ) ALL the resistance you'd have 
to break down in a personal call. Organize your selling points 


Kill resistance before it kills your sale! 


2 


How long have you been in business? List the number of years 
and any interesting facts about the history of your firm o1 


produc f. 


If you sell locally, are you or any of your associates general] 
well known? Featuring an interesting personality or build 


ing one lends the human touch that is sales bait. 


List the brand names you feature. Dealers and distributor 
should reap the benefits of the manufacturer’s national advei 


tising. 


List spec ial facts about your product or service: speed of service 
technical know-how involved, packaging, delivery, unusual 


equipment, et 
List special company policies, such as credit plan 
Estimate your position in the field, sales volume, et 


Note location of office plant or warehouse if important to your 


prosper ts. 


If you feature something special at a particular time during the 


vear, make a note of it. 


W ith these tacts before you the next step is to 


PLAN AND ORGANIZE WHAT YOU WANT TO SAY! \V rite 
easily, clearly. Make sure your prospect knows what you are trying 
to accomplish, what you want him to do. Use short words, simple 
business language. One of the best ad men I know says that direct 
mail copy is the hardest to write because you must accomplish so much 
in a few words: get attention, create interest and desire, then move 
the buyer to action! 

A lot of people say, ‘““Write as you speak.”” It’s a good idea but 
there are dangers. Using colloquialisms will add flavor to copy, give 
it personality but often what is effective when poken just does not 


“sit” well in print. 
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FREE! Your Directory 
to the Top Warehousing 
Facilities in 76 Markets! 


This Membership Directory will 
greatly simplify your work in the dis 
tribution and storage of merchandise, 
It gives the name and location of each 
member, along with pictures of his 
facilities. It also supplies information 
concerning finances, types ot storage, 
floor space general facilities, insurance 
contents rate, and special services 
You can rely on American Chain 
members for finest facilities, capable 
personnel, most modern handling 
mie thods, good customer relations, and 


wide market coverage 


Get Distribution Costs from Any 
Chain Member, or From: 


NEW YORK—John Terreforte, 250 Park 
Avenue, YUkon 6-7722, New York City. 


CHICAGO—Henry Becker, 53 Jackson 
Bivd., Harrison 7-3688, Chicago, Illinois, 


LOS ANGELES—C. E. Jacobson, 4419 W. 
Peco Bivd., Webster 3-8507, Los Angeles, 
California, 


MAIL COUPON TODAY 


for free copy of Membership Directory 


of American Chain of Warehouses 


NAME 
TiTLe 


FIRM NAME 


Detach and Mail te 


JOUN TERREFORTE 
American Chain of Warehouses, Inc 
250 Park Avenue, New York, N.Y 


| 
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PUT A HOOK IN YOUR ACTION COPY! Move your prospect 


to action now. Don't let him put off until tomorrow what he should 
do today. 


If it’s an inquiry you want, ask for it. Offer a booklet or some other 
informative material. Feature this in your advertising: Describe it, 
illustrate it, make your reader want it, tell him how to get it — and 


make it easy for him. You'll probably get more inquiries if you state 


firmly that there’s no obligation, that no salesman will call (except 


on request). We all hesitate to ask for anything if we feel it’s going 
to be hard to say “no” to a salesman. (Of course, personal calls should 
be part of your later plans.) 


If it's an order you want, ask for it. Find a good hook in time and 
price angles or a combination tie-in order. A “limited supply” 
offer speeds action. And, of course, the words FREE, NOW, HOW 
and NEW, frequently as they are used, are always sure-fire. But 
your offer, must really back up these powerful ‘words. ‘Trial offers 
or premiums that have nothing to do with the product offered are 


additional effective “hooks.” 


KNOW WHAT YOU WANT AND ASK FOR IT! How often has 


a salesman made his speech to you, then sat back and waited for your 
move? Chances are he never got the order he failed to ask for. If it’s 


UTICA GIFT inquiries you want, give the prospect a reason to ask for more infor- 
TOOL KITS! mation, then make it easy for him to respond. If you want a phone 
pho 
Prize selections of response, feature your number in the closing push. If it’s a letter or 
deluxe, midget and 
full size hand tools 
in handsome 
carrying cases... 
fine grain leather or SIX DIRECT MAIL COPY "TOOLS" to add eye and sales appeal: 
colorful plastic. 
Guaranteed quality. Type talks. ‘Ihe right selection of type faces to emphasize important 
Gifts of lasting 
usefulness for cus- 


tomers, business Positi \ . | 1 out 
+ ‘ » * ft. > nce ¢ aragr? Ss It, 
associates or friends. osition can make an important sentence or paragraph stand ot 


inquiry you're after, enclose a prepaid envelope or label. 


points can give your copy quality, clarity. 


A picture is worth ten thousand words! Photographs or drawings 


create interest, get attention but be sure they tie in with the copy. 


Repetition of a carefully thought out theme is good advertising. But 


change the words don’t sound like a parrot. 
oe 


WRITE FOR A good vocabulary will contribute to lively copy. A dictionary, the 
FREE Thesaurus, Word Finder or Crabb’s English Synonyms will help 
COLORFUL 
CATALOG 
Many selections for 
every budget! Design can make your copy come alive... put your important selling 
Quantity Discounts! 


you find new expressions, colorful words. 


points across quickly, clearly. 


‘There are many good books available on copy, design, production, 
a etc. We've simply highlighted some do’s and don'ts. In summary: 
Organize and plan your copy and sales strategy. 
GIFT TOOL K ITS Keep your copy friendly. 


Address inquiries to Business Gift Dept. Make it easy to read and understand. 


UTICA DROP FORGE «& TOOL DIVISION Prepare your layout so. your story of “benefits” stands out and 


Kelsey-Hayes Co., Utica 4, New York 


XID 


Hallmark of quality in Hand Tools since 1895 


moves your prospect to action... now, 


COMING NEXT... BETTER LETTERS 


SALES MANAGEMENT 


“Our greatest challenge... 
the development of men”’ 


Ralph Cordiner, President, General Electric Company 


“Few expenditures we can make are more  ‘“‘Freedom needs educated people. So do busi- 
important than those for education. A well- ness and industry. I earnestly ask you to 
educated person produces moreand consumes support the college or university of your 
more, makes wiser decisions at the polls, choice in its planning for expansion and a 
mounts a stronger defense againstaggression, stronger faculty. The returns will be greater 
and is better able to perform the grave re- than you think,” 


sponsibilities of American citizenship. 


If you want more information on the problems faced by 
rOnren BEOVUCATION 


higher education, write to: Council For Financial Aid To 
Education, Inc., 6 E. 45th Street, New York 17, New York 


Sponsored as a public service, in cooperation with the Council for Financial Aid to Kducation 
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| crea Pharmaceutical utilized striking realism 
| in the introduction of new drugs to “restore 
emotional stability.” Brilliant colors sitk- 
screened on book cloth spotlight printed | 
| photos of patients. Recommended drugs are | 
rovestes to doctors when folder is opened flat. 
Consult Sloves to diagnose your presenta- | 
tion ailments, or write for custom ver 
ro SM-6 


'SLOVES| 


| MECHANICAL BINDING CO. INC 
| 601 W. 26th ST., NEW YORK 1, oe 


G FOR A NEW Parry IDEA 5 


iS THE 
ANSWER! 
~ 


as HA NI 
Ssnanoine panty of THE 


FLOWERS. & FOL 


CONS RECORATIONS 
$n 
sxints SARONOD ALOHA 

» tove Onn at $ ive musiClANs 


» LOVELY HULA 


SEND FOR FREE INFORMATION 
ON HOW TO RUN A J 
HAWAIIAN PARTY. 


OUR HAWAIIAN SERVICE DI. 
VISION CAN SUPPLY YOU WITH 
EVERYTHING YOU NEED TO 
MAKE YOUR PARTY A SUCCESS. 


ORCHIDS OF HAWAII, INC. 
105 SEVENTH AVENUE NEW YORK 1, N.Y 


Dept. SM Telephone ORegon 53-6500 


| contests and 


| as $8.25 pel 


| of your staft. For 


Sales Promotion 
idea File 


By LARRY SCHWARTZ 


President, Wexton Advertising Agency 


Market by Market 
Publicity Placement 


Dozens of national advertisers have 
effective product introduc 
tion and promotion through the 
Ruder and Finn Field Publicity Net 
work. Local 


cities assure 


if hiev ed 


representatives in 190 
local 
nate travel expense. Campaigns can 
be scheduled, just as in 


acceptance, elimi 
advertising, 
to cover all media. Similar coverage 
is available in 10 foreign countries 
through the same company. Contact 
Bill Ruder, Ruder & Finn, 130 East 
59th St., New York 22, N. Y. 


Half-Day Sales Clinic Is 
Good Sales Refresher 


Zenn Kaufman, 


ing expert and a 


sales and market 
terrific 

half-day 
package that covers prospecting, pre 


showman, 


offers an exciting meeting 


sales presentation, product 
with objections, 
Includes talks, 
skits, 


participation fea 


approac h, 
knowledge, 
closing the 


dealing 
sale, Cre. 
prizes, QUIZZES, 
movies, audience 
information and a free 


“Showmanship 


tures Kor 
copy ot his 12 
yardstick’ for premeasuring your suc 
cess, write to Zenn Kaufman, 439 


Viadison Ave., New York 22, N. Y. 


point 


Mechanical Secretary Is Boon 
To Busy Executives 


his new service provides you with 


a portable, easy-to-use-anywhere De 


Jur Stenorette dictating machine; 


picks up tapes daily; delivers com 


| pleted letters on your letterhead the 


as little 
permits tremend 


following day. Service costs 
week, 
ous output without disrupting work 
information, con 
Mechanical 
New York 


tact Mary 
secretary 


1O. N.Y 


in Leiter, ‘The 
1123 Broadway, 


| Minks Motivate Women 


& Gamble, 
Machine and others have 
mink and other furs from Annis Furs, 


Procter Singer Sewing 


pure hased 


specialists in fur prizes and sales in 
centives. For free catalog and whole 
sale price list, write to Russell R. 
Taylor, Vice-President, Annis Furs, 
130 West 30th St., New York 1, 
as F 


Button, Button, Who's Got 
the Button? 


Garment buttons (216 different 
ones in 27 sets of 8, worth $4.50) 
make a dandy self-liquidating pre- 
mium for 50c. Source: The Button 


King, Hawthorne, N. J. 


Free Art Service 

Contact FE. T. Whitney, 
Mfg. Corp., 240 Madison Ave., 
York 16, N. Y., for free 
for tags, seals, box wraps, labels, price 
cards. 


Whitney 
New 


art service 


Sampling Consumer Products 
In Theaters 


Holiday-Pac, Inc., 870 Seventh 
Ave., New York 19, N. Y., has 
signed 100 theaters in the Greater 
New York area for 
“Holiday-Pacs” of 
hold and food items four times a year 
in an attractive plastic bag. In addi 
tion to distribution, manufacturers 
are guaranteed theater screen advet1 
tising, lobby displays, Con 
tact is Charles Haskell. 


distributing 


personal, house 


posters. 


Coffee Blotters Make 
Novel Give-Aways 


y our logo or sales message Can be 
featured on a wide range of catch 
all coasters by Roval Paper Products 
Coatesville, Pa. Minimum order, 10 
OOU: price as $4.45 per thou 
Strauss of 


approval, or for 


as low 

Write to K. 
for sketch for your 
catalog sheets and price lists. 


sand, Royal 


How To Improve 
Catalog Procedure 


Helpful 20-page booklet 
ally prepared by Sweets Catalog Serv 
available from Jack 


origin 
Sloves 


eo Is 
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How Air Freight creates new markets 
for Nature’s most exotic perishables 


Orchids of Hawaii Sales Promotion Manager, George Matsuda 


Modern business firms are generally aware of the speed 
advantage of Air Freight. But few have demonstrated 
its marketing efficienc y more dramatic ally than Orchids 
of Hawaii, New York. 


“People are amazed that real orchids can be grown, 
corsaged, packed and shipped by air to destinations 
thousands of miles away for as little as 15¢, 
Kei Yamato. “Air transportation 
has opened vast new markets for the 50 items in our line 


says Orchids 
of Hawaii President 


Examples of United’s low Air Freight rates 


per 100 pounds* 


CHICAGO to CLEVELAND . 
NEW YORK to DETROIT . 
DENVER to OMAHA 

SEATTLE to LOS ANGELES 
PHILADELPHIA to PORTLAND 
SAN FRANCISCO to BOSTON . 


$4.78 
$5.90 
$6.42 
$9.80 
- $24.15 
. $27.00 
*These are the rates for many commodities. They are often lower for larger ship 


ments. Rates shown are for information only, are subject to change, and do not 


include the 3% federal tax on domestic shipments. 


Door-to-door service 


——— —— I 


SHIP FAST...SHIP SURE...SHIP EASY 


inspects Cargoliner shipment of tropical flowers and foliage 


Even non-perishables go Air Freight surface 
carrier, our money would be tied up 3 to 4 weeks,” ex 
plains Mr. Yamato. “Also, via United, we ship from 


Honolulu direct to our four U. S. distributing center 


More and more firms find economic justification for 
not always 
And United offers special 
Reserved Air Freight, door-to-door service, 


the only all-DC-6A Cargoliner fleet Ship United! 


regular shipments via Air Freight in values 
apparent in the tariff book 


advantages 


psy 


For service, information, or free Air Freight booklet, call the nearest United Air Lines Representative or write Cargo Sales Division, United Air Lines, 36 South Wabash Avenue, Chicago 3, Iilinols, 


“The packaging decisions . .. most beautifully 
timed .. . are those made because 
someone has looked ahead.” 


eke ee. ai 


ackaging committee: 


the pay-off is in timing 


Foo many packaging groups meet only to consider 


ales or production problem already upon them. 


They react quickly to a shift in sales standings, the spur of a 
competitor's new packaging, a sudden increase in breakage or 


spoilage, or some similarly specific problem. 


Top management may consider even* more important another 
committee function: anticipating packaging opportunities which 


can give your company a further competitive edge 


Get the jump 


The packaging decisions which are most beautifully timed for 


sales results are those taken because someone has looked ahead. 


How long, for example, has it been since you have looked at 
your package design... for visibility, identification, sales ap 
peal? Have you considered the package modernization appro 
priate to new uses, new markets, new outlets for your product? 
Have -you actively investigated smaller “convenience” units 

or larger “family” sizes? How about multiple-unit packages? Or 


containers with new consumer-utility features? 


These are some of the ways in which your packaging committee 


can make major contributions to. profits 


Keep open-minded 
When a packaging salesman comes up with a good creative 
idea, perhaps it can be worth more to you than to him. Give 


him the opportunity to present his case to your committee 


In reverse, when you are looking for a good answer to a given 
packaging problem, don’t hesitate to ask your supplier to. sit 
in. His broad experience may provide the necessary solution 


without extensive trial-and-error research on your part 


Lassiter has had the privilege of working at management levels 
with many distinguished companies. Our Package Evaluator 
may help you to see your package as your customer sees it.. 


we'll send it on request 


ees. ero Sk 


350 FIFTH AVENUE + NEW YORK 1,N.¥Y 


EXECUTIVE OFFICES. CI tt N ¢ 

ON : ja. » Chicag » Cheite -~ Me, + Greer N.C’+ Da 
Designers and Manufacturers of Packaging in 

Cc phane . Polyethylene . Acetate Paperboard 

Mylar . Foil . Laminations . Vitaf ry e Paper 


Persuasive Packaging 


Corn popping, 
Superman style 


“Superman” is available as a brand 
name for various packaged prod- 
ucts through Lassiter on an exclu 
sive-franchise basis. And one of 
the new products popping into 
supermarkets as a result is this 
package of popping corn, marketed 
by Superman Popcorn, Carmi, Ill 


Father has his day 


4 

Sears, Roebuck and Company, to 
give Dad his due, packaged three 
pairs of Pilgrim brand men’s socks 
in a paperboard folder for a spe 
cial Father’s Day promotion. The 
gift folder, die-cut to show the sock 
packages, featured a “Gay Nine 
ties” design. The folder and the 
individual cellophane packages in 
side were Lassiter-designed and 
manufactured 


Towels get 
“Touch Test” 


Shoppers can now check texture 
as well as design when buying 
packaged dish towels made by 
Angus Mills of Vass, N. C. Spar 
kling-clear polyethylene lets color 
show through, while a special open 
ing at the back of this Lassiter 
package permits feeling the cloth 


wy A 
GREAT 
COMMUNICATION 
MEDIUM 


a En, 


TOM-TOMS 


In Africa, important messages travel by tom-tom. In our 


business world anybody can “beat a drum,” the important 


thing is... do people listen and reply? 


At Reply-O-Letter, we know what it takes to get replies, from 
30 to 40% more than you get from other direct mail. We can 
put on your desk hundreds of hard-hitting letters, drawing far 


more than their share of replies in every field (including your 


own). 


You'll find no limit to your resourcefulness when you tap our 
24 years of know-how in direct mail. Writers and artists are 


placed at your disposal without cost. 


You keep costs down further with economies like our now 
famous one-time addressing operation: addressing of reply 
card, salutation, and reader signature simultaneously. 

Write today for the Reply O-Letter booklet 
on the 3 R’s of Direct Mail. 


REPLY-O-LETTER 
7 Central Park West 
New York 23, New York 


SALES OFFICE BOSTON © CHICAGO © CLEVELAND ¢ DETROIT ¢ TORONTO 


Sloves Mechanical Binding Company, 
Inc., 601 W. 26th St., New York 1, 
N. Y. 


Use College Students for 
Local Merchandising 


Faculty and students join your 
team for localized selling, merchan- 
dising, sampling, detailing, etc., 
through Student Marketing Insti- 
tute, 375 Fifth Ave., New York, 
N. Y. Contact is Robert Stelzer. 


Looking for a Battleship? 

The U.S.S. Prairie Ship is avail- 
able for parties and picture tie-ins. 
Used for Naval Reserve Training, 
it’s docked at the East River, in the 
30)’s, New York City. Contact is Duff 
Merrick, Vanderbilt Hotel, New 
York, MU 3-3964. 


Effective Use of Calendar Art 


For the most exciting, tasteful 
calendar you've ever seen, based on 
a series of ads prepared for Hartog 
shirts and run in Men’s Wear maga- 
zine, send $2 to Jack Roberts, Carson- 
Roberts Advertising Agency, P.O. 
Box 48458, Briggs Station, Los An- 
geles 48, Calif. In over 50 ads in this 
series, no merchandise has ever been 
shown, yet the client attributes 50% 
of his tremendous sales increase di- 
rectly to the campaign. 


Phonocards Talk from 
Many Places 


Bing Crosby Phonocards, producer 
of paperback recordings for business, 
has redesigned the lid of a Borden 
cottage cheese package in the form 
of a 78 rpm children’s record. Phono- 
cards have appeared atop children’s 
hats, on frankfurter packages, in doll 
cartons, are now being used for stock- 
holder messages, even to solicit angels 
for a Broadway play. For samples and 
information, contact Edward A. Di- 
Resta, Bing Crosby Phonocards, Inc., 
1 East 54th St., New York, N. Y. 


Capitalizing on Home 
State Loyalty 

A New York executive was _ in- 
trigued to receive a letter from Carl 
T. Bremicker, vice-president in charge 
of sales for Northern States Power 
Co., Minneapolis, that opened with, 
“Being a native of Wisconsin, you 
will undoubtedly be interested in the 
enclosed brochure entitled, ‘Upper 
Midwest People Know How’.” The 
executive wrote to inquire how 
Bremicker knew he came from Wis- 
consin, was informed that his name 
was secured from a directory which 
lists birthplaces and present addresses 
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DRUG COMPANY SALES 


CCAR 4 


“And stop saying an apple a day keeps the doctor away!” 


of key executives. Bremicker added, 
“In our Area Development efforts, 
we think it is an excellent idea to 
contact the natives of this area be 
cause there is always a certain pride 
which a person retains for his home 


State. 


Sales Promotion Catalog and 
Card File Helpful to 
Insurance Agents 


A handy file shows photo, 
price and gives brief description of 
each of 


card 


500 promotion pieces avail- 
able from leading insurance company. 
Condensed 16-page catalog was made 
by reproducing category, topic, price 
from top line of 
each card. For copy of Condensed 
Catalog and description of Card-A 
Log plan, write to Warren L. Bacon, 
Ir., Asst. Sales Promotion Mer., 
New England Mutual Life Insurance 
Co., 501 Boyleston St., Boston, 17, 
Mass. 


and code number 


New Course for Executives 
On Integrated Marketing 


Sales, advertising and marketing 
executives will be interested in a new 
workshop seminar to be given this 
Fall by the Management Institute of 
New York University on “Develop 
ing and Coordinating Integrated 
Marketing Programs.” ‘To be held 
one evening a week for twelve weeks 
at a midtown New York location, the 
workshop — will 


feature outstanding 
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authorities in each major phase of 
marketing, as well as a review of the 
new tools of marketing. For informa 
tion, write to Dr. Dennis Sinclair 
Phillips, Management Institute, New 
York University, | University Square, 


New York. 


Sales Rep Performs 
Extra Marketing Functions 


Levy and Fryer, Inc., national 
sales organization in the toy field, not 
only sells, but advertises the client’s 
product, packages it, 


plans the 


designs it and 


point-of-purchase promo 


tion. Story of how it boosted toy 
sales for Replogle Globes, Inc., is 
told in unusual illustrated booklet, 


“How to Sell Globes,” available upon 
request from Levy and Fryer, 200 


Fifth Av., New York, N. Y. 


TEUPUU EEUU EREOREREEEECEE ODER EOUEEOOR EEE SEDER ROUEN 
@ SALES PROMOTION IDEA FILE 


is a review of sales-producing tools 
and ideas designed to stimulate the 
thinking of sales-minded executives. 
The materials referred to each month 
are displayed during the same month 
at The Advertising Center, 285 Madi- 
son Ave. at 4Ist St., New York. Con- 
tributions to this column and ques- 
tions about advertising, sales promo- 
tions or marketing problems should 
be addressed to Larry Schwartz, c/o 
SALES MANAGEMENT, 386 Fourth 
Ave., New York 16. 


When the 
““Signs''’ are right... 


you 
GET RESULTS! 


Sales thrive, too, when well-designed 


quality made signs by Texlite are a 
vital part of your selling program 
Texlite signs compel attention .. cre 
ate confidence 
clock 


cost than any other medium 


“work” around the 


reach more people at lower 


From 10 signs to 10,000, Texlite can 
produce signs that sell in porcelain 
enamel or plastic and combination: 
of the two materials. Put Texlite 
long experience in sign design and 
fabrication know-how to work in your 
merchandising plans. Four hundred 
sign craftsmen and 160,000 sq. ft. of 
modern sign plant and equipment to 


fill your every sign and letter need 


| 


See how 
others have 
used signs 
Rash by TEXLITE 
to gain sales 
objectives 


This 20-page, beautiful full-colo: 
booklet shows 101 signs built for some 
of the nation’s most sales-minded 
companies. 


Re queat your free copy on company 
letterhead 


fuilders of Quality Signs Since 1879 


3309 MANOR WAY eo DALLAS, TEXAS 


Offices in Principal Cities 
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Sales Promotion 
at Work 


PEE WEE DISPLAYS 


Any red-blooded sales promotion manager would give all 
his corpuscles to get his company's counter dispenser or 
identification unit displayed prominently. There's so much 
jockeying for precious space, that coveted spots are dif- 
ficult to win. But it's worth noting that most of the point- 
of-purchase aids that land in premium position near the 
cash register have one thing in common: They don't take 


up much room. Shown here are six that made the grade. 


PROFITS RISE if customers reach for 
a 25¢ envelope of rubber bands in 
stead of a 10c bundle. Hodgman Rub 
ber Co., Framingham, Mass., came up 
with a compact counter (or shelf) dis 
penser two years ago that has won 
good acceptance by variety, drug and 
grocery outlets. Only five 
square, it take up little counter space 
and holds 24 polyethylene envelopes 
of bands, either colored or natural 
shade. The unit was designed by Frank. 
lin Advertising Service of 


inches 


Boston. 


POINT.OF-SALE BRAND IDENTIFICATION UNIT ties in more than ever spent previously by costume jewelry manu 
with strong advertising-promotion campaign by Leru, Inc facturer.) Counter sign is black acrylic pinstic. Measures 
Company is currently spending $400,000, reported to be 4x 2! inches. Produced by Marketing Devices, Inc 
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“4 INCHES OF SPACE FOR A $217,000,000 MARKET” is the 
way E. R. Squibb & Sons describes firm’s new flower pot 
counter unit for aspirin tablet boxes. Pot, marbleized taupe 
plastic, was made by M. C. |. Plastics Co., Lakewood, N. J. 


re BONNET 


“MISS RAIN BONNET” shipping box becomes 
easel display. Die-cut platform provides space for 
12 metal boxes, each holding a rain hat. Box is 
white cardboard with black lettering, artwork 
Adopted last February, display is credited with 
better-than-seasonal reorders for Zell Products 
Corp., Norwalk, Conn. Display carton, 8'% x 614 
x 7, inches, by Newton Carton Co., Newark, N. J. 
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THOUSANDS of these plastic flower bowls have 
appeared in taverns and bars in the last two years 
Cemented to mirrors or attached to walls with keyhole 
slots, they remind customers to order Ballantine beer 
Flowers are changed seasonally. Bowl is 5! inches 
deep, 10%4 inches wide. With head piece sign on brass 


plated wire stand, entire unit is 14 inches high. Designed 
and produced for Ballantine's by Kay, Inc., New York 


SWEETA BASKET of yellow plastic holds one dozen 
botties of calory-free Sweeta tablets, takes up less than 
4 inches of counter space. Each tiny tablet 100 in 
bottle) is equivalent of one teaspoonful of sugar. “A 
nationwide spot check shows this to be one of the most 
successful point-of-purchase aids we've ever used,” says 
Squibb’s Sales Manager, Merchandising Products, C. W 
Lemkau. Public’s preoccupation with Battle of the Bulge 
also aids sales, Basket by Gilbert Plastics, Hillside, N. J 


When You Can't Take 
Your Demonstrations to Prospects 


For a capital investment of less than $100,000, Brown & 
Sharpe is solving the problems of giving demonstrations 


to prospects, training salesmen, introducing products to 


the technical press, and being a friendly neighbor to 


families and friends of employes. And, it's paying off! 


A virtual jack pot of sales promo 
tion activities has been created .with 
a new “Precision Center’ set up in 
the Providence, R. I., home plant ot 
Brown & Sharpe Mfg. Co. 

Precision Center is a vast comples 
of machine demonstration areas, class 
rooms, auditorium, and dining room 
In it some twenty different grinders 
automatic screw machines, and milling 
nat hines are powt red and ready to 
operate. Hundreds of other precision 
instruments made by Brown & Sharpe 
are also if) tise 

Started a year ago as a means of 
demonstrating the company exten 
ive line of machine tools and preci 
ion instruments, the Center has be 
come the focal point for a whole 
range of new activities around: 


Employe _ relations workers’ 
tours have given pe rsonnel a 
new perspective on the « ompany 's 
overall product line 

Community — relations family 
tours, school children tours, and 
visits by other groups have broad 
ened the company’s community 
acceptance. 

‘Training programs for salesmen 
dealers, and customers have cre 
ated a whole new area for better 
product exploitation. 

Press parties new machines 
have been dramatically intro 
duced to members of the trade 
and business press through the 
Center's facilities. 

Customer visits to see and actu 
ally operate new mac hines before 
pure hasing them has been the big 
payott activity 


“Precision Center is probably the 
most important single step we have 
taken at Brown & Sharpe in recent 
years,” says young president Henry 
D. Sharpe, Jr 

“Salesmen can't carry automat 
machine tools with them, nor can they 
always demonstrate them at the most 
opportune times. With Precision 


82 


AT THIS PRECISION CENTER, Brown & Sharpe industrial salesmen study the 
application of their firm’s products to the problems of customers and prospects. 
Then they turn around and demonstrate to prospects—brought to the Center— 
how B & 8's equipment will help them find a solution to these problems. 


INDUSTRIAL DISTRIBUTORS of Browne & Sharpe products learn better ways 
to sell gages, pumps and metal cutting tools. Shown here are suggested counter 
and shelf arrangements for effective displays in distributors’ showrooms. 
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Use them for fast, Glddomdlic territory analysis 


By using only those cards conforming to your merchandise), Index of Office Equipment De- 
particular sales territories, you can conven- mand, Index of Resort Activity, Growth Factors 
iently apply the May 10, 1957 SALES MANAGE- (to isolate areas of rapid or slow growth) TV 
MENT Survey of Buying Power to your own homes as of January 1, 1957, plus all major 
market areas. Census marketing benchmarks (age, distribu- 
Market Statistics, Inc. will prepare these IBM tions, etc. ) 

analyses for you quickly. Or if you have your It is only necessary to determine what factors 
own IBM installation, you can prepare them (or combinations thereof) would reflect de- 
automatically in your own office, as do over mand for your product. If you have any ques- 
200 leading companies today. tions on this, you may without obligation 
In addition to the factors shown above, many consult with our staff for correlation studies 
other specialized indexes are available on county of your own sales to isolate your key marketing 
cards; Index of Urban Demand (for styled factors. 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT MAGAZINE 
432 Fourth Avenue, New York 16, N.Y.—MU 4-3559 
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horses 


the wind... 


Phenomenal is the growth of advertising lineage in Arizona's 
two great newspapers. |2th in total display in 1956 among 
Media Records’ first 50, the morning Arizona Republic has 
leaped to seventh place in 1957! 

No other evening paper approaches the tremendous spurt 
of The Phoenix Gazette—from 3st in 1956 to l6th so far 
in 1957! 

Parlay your money on this great combination. Enter these 
facts in your tote book: Sire, Arizona, fastest growing state 
in the 48, has led the nation in percentage growth of in- 
come, bank deposits, manufacturing output, mineral pro- 
duction and value of farm products. Dam, capital city 
Phoenix, oasis mecca for 500,000 tourists annually. 

Place your bet on the Arizona team. Tap this billion dollar 
market, Ride the wind of prosperity. 


2 [Phoenix R EPUBLIC Jayd Gazette}? 


INDUSTRIAL SALESMEN see and 
do. They learn screw machine main- 
tenance, for example, through on-the. 
job training in production, translate 
their knowledge into sales-building 
words and demonstrations. 


Center we are always ready. Cus 
tomers, prospects, engineers, and 
others have come from all 48 states 
and 10 foreign countries to use Pre 
cision Center's facilities.” 


Operates like trade school 


The Center’s day-to-day activities 
are those of a vast trade school. An 
average of 75 engineers, salesmen, 
and distributors learn screw machine 
cam design and maintenance and 
other subjects each month. 

Precision Center covers 25,000 
square feet. Operating machinery in 
it is worth more than $300,000 and 
is taken from inventory. Instructors 
are drawn from the company’s vast 
pool of trained experts, so’ that pay 
roll increases consequent to opening 
the Center have been negligible. The 
only substantial expenditure made 
was for design and construction of 
physical layout—done at a cost of 
under $100,000. 

Says George Hawkins, sales pro 
motion manager of Brown & Sharpe: 
“The Center has helped us tackle and 
solve many problems we've only been 
able to toy with before. Demonstra 
tion to customers and operator-train 
ing are the big items; then come 
dealer training, salesmen training, and 
employe training. In the realm of 
community relations, our family days, 
open houses, and press previews have 
created a whole new era of under 
standing. ‘The payot is coming in 
both dollars and cents and abstract 
The End 


values.” 
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WORTH WRITING FOR... 


County Insurance Sales 


‘This is a study 
for all types of life, health and prop 
erty insurance for the year 1955 based 


of county potentials 


on the totals for states compiled an- 
nually by Spectator, and allocated to 
counties on the basis of correlation 
studies made by Dr. Jay M. Gould, 
research director of SALES MANAGCE- 
MENT Survey of Buying Power. ‘Vhe 
data should prove valuable to all in 
surance companies and state insurance 
commissions in evaluating sales pet 
Tormance among counties. Dr. Gould 
provides an introduction on_ the 
theory and practice of estimating in 
surance potentials, complete with scat 
that also should be of 
interest to sales managers, market re 


ter diagrams 


search analysts and advertising agency 
executives concerned with the demand 
tor insurance. Ihe current study re 
lates to the year 1955 and makes use 
SALES 


published in 
1956 


or some 
MANAGEMENT'S 
Buying Pou ce? 


Survey of 
opectator plans even 
a comparable report 
year 1956, and to publish 
annual issues in the future. The lines 


tually to issue 


covering the 


of insurance covered include ordinary 
group and industrial life insurance, 
fire, automobile, accident and health 
and workmen's compensation, tor all 
counties and 262 \etropolitan Areas. 
“County Patterns of Insurance Sales” 
sells for $60 a copy. Write to O. Cat 
roll Buzby, Chilton Pub 
lications, Chestnut and 56th St., 


Philadelphia, Pa. 


President, 


Baltimore and Maryland Market 


\ manual in which 17,000 retail 
outlets have been checked and classi 
fied. It is designed to give the com 
plete sales picture of this marketing 
area to manutacturers, distributors 
and advertising agencies throughout 
the United States. A field study of 

towns and suburban areas 

the preparation of the 

as a result the market 

four subdivisions: Balti 

mores prim; ales area which in 
cludes 74¢¢ of the 


population, and further subdivided as 


whole 


region's 
corporate city, suburban Baltimore 
and adjacent area with the city 
proper separated in 21 sales divisions 
and suburban Baltimore split into six 
Western Maryland; Eastern 
Southern Maryland. Each of 


Baltimore’s 


areas; 
Shore ; 
1 sales areas is dept ted 
on large scale n af showing location 
of established shopping centers, shop 
ping streets l new centers built 
since 1946. Similar maps of the city 

suburban districts are included. Eco 
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nomic data cove! population hgures 
for 1940, 1950 and 1955, 
with latest satistics on the number of 


together 


families in each area, number and 
types of dwellings, home ownership, 
number of schools and school enroll 
ment, and new automobile registra 
tions. For your copy of “Sales Con 
trol Manual for the Baltimore and 
Maryland Marketing Area,” write to 
Roland L. Fox, General Advertising 
Manager, The Baltimore News-Post 
and The Baltimore American, Balti 
more 3, Md. 


For Better Letter Writing 


Second in a. series of manua 
Karle A. Buckley 


thority on letter writing and 


! 
l 


authored by 


mail selling. It covers every 

letter writing and answers such que 
How long should a letter 
be? Do filled-in letters pay? What 
kind of postage? 
bad? How should letters be signed 
Among the subjects included: How 
to Write Sales Letters; How to 
Make Kvery Letter a Sales Letter: 
(set Your Letters Off t a (Cyood 
Otart; Make the Last 
Count ; Inquiries Are Worth 
Their Weight in Gold; A Complaint 
Is a Danger Signal; How to Write 
Collection Letters; Your Business 
Graveyard. A copy of “Letter-Aider” 
may be obtained from Frank Ger 
hardt, Advertising Manager, ‘The 
Mead Corp., 118 W. First St., Day 
ton 2, O. 


tions as: 


good aol 


1? 


Postscripts 


sentence 


( ood 


How to Prepare a Catalog 


This guide book has to do with 
what to put in 
copy. It explains why one catalog in 


composite catalog 
the composite catalog produc es more 
business than another. Although it is 
based on suggestions of executives 
who buy and specify for the oil drill 
ing and producing industry, it can be 
of help in considering material for 
good cataloging of any nature 
illustrates various methods of cat 
presentation and serves as a check 
} 


ot important points to Dear in n 


such as: adequate description 
illustrations, operational data, dimen 


replace ement 


sions-Ccapacities-weights 
parts, parts inter hangeability recon 
applications maintenance 


A (suide to 


mended 
data. For your copy of 
Successful write to 
R. M. De Vice-President 
and Assistant General Manager, Gulf 
Publishing Co., P. O. Box 2608 
3301 Buftalo Drive, Houston, Tex 


Cataloging 


Sombre 


Metropolitan Indianapolis 


Che “two-trend” of today’s Ame 
ican life is reflected in this consume 
analysis which Hoosier 
preferences for everything trom egg 


measures 


noodles to automobiles. Some ot the 
highlights: 25.80 of the familie 
own two or more automobiles; 8.8% 
of the families plan to build another 


home (or summet home this year 


11> own two or more television set 

Other data indicate that 14.1% own 
stocks and bonds—a 5% increase ove! 
a year ago; 2 out of 3 families will 
vacation away from Indianapolis this 
year. (California and Florida gained 
momentum as the most popular re 


| here l 


a sharp increased interest in colored 


treats tor Hoosier tourists 
appliances. A copy of “Indianapolis 
Consumer Analysis” is available from 
Charles B. Lord, Advertising Dire: 
tor The Indianapolis Star and The 


Indianapolis News Indianapolis, Ind 


Portland, Ore., Market 


1957 consumer analysis conducted 


n accordance with the procedure 


standardized and used by the 23 mem 
ber newspapers of the non-profit Con 
solidated Consumer Anal) 


It is the fourth annual survey of thi 


s Group 
nature to be conducted in this market 
to provide information on brand pref 
erences and a statistical picture of 
family characteristics and buying 
habits within the Portland A.B.( 

City Zone. The comparison between 
this year’s report and those of the la 

three years will be particularly helpful 
to manufacturers and their advertising 
agencies in selling and promoting in 
this market. Copies of “1957 Con 
sumer Analysis for Portland, Oregon” 
may be obtained from A. B. Wallace 
National Advertising Manager, Ore 

gon Journal, Portland 7, Ore 


Product Development 


An estimated 80°) of our econen 
based on products which did not 
exist 75 years ago, and 90% of the 
new products put on the market fail 
to win customer acceptance. ‘Th 
revealed in a new fact sheet which 
explain how to minimize risks in 
cloping new product 
dures for obtaining and 
ideas for market pre 
launching the product 
tinuous festing of! the 
“4 product ha 
Copies o! : Led 
Product Development 
Series of Managemer 


available trom 


oain 
pain 


UcCINg 


ministration, L 
ngton i <: 


THE U.S. BUILDING OUTLOOK 
AT MIDYEAR 


1957 building activity is close to last year’s all-time high despite divergent 


trends among individual building types. Strong basic demand for most kinds 


of structures points to a continuing high level of building for the remainder 


of 1957 and beyond, barring unforeseen setbacks to the economy as a whole. 


WHAT'S HAPPENED SINCE JANUARY 


Total contracts for U. S. building construction as 
reported by F. W. Dodge Corporation in the first 
five months of 1957 topped $10 billion—just 1% 
under the all-time high for the period set in 1956, 

Table | below reveals gains for most building types. 
However, these gains were slightly more than offset 
by declines in manufacturing building, public build- 
ing, miscellaneous nonresidential building and one- 
and two-family houses 


Table | 


tage change in dollar volume of construction contracts in the 


reported by F. W. Dodge Corporation, 5 months 1957 as 


ynipared with 5 months 1956 


BUILDING TYPE 
UP 
UP 
UP & 
UP 
UP 
UP 2 
DOWN 
DOWN 
DOWN 
DOWN 


The Stable Sector of the House Market 


Strong backing exists for the view that the volume 


of quality houses (principally architect-designed) has 
held steady in the face of this year’s general decline 
in housing activity. Higher quality, higher priced 
houses are financed largely with conventional mort- 
gages, and the number of housing starts with con- 
ventional financing so far this year is running ahead 
of 1956 and very close to the boom leveis of 1950 
and 1955. 

As Table II and the chart both indicate, the 
conventionally financed sector is the stable part of 
the new house market. The entire drop in housing 


starts this year has occurred in the FHA- and VA- 
financed sector. 

A primary cause of the drop in these government- 
insured housing starts has been “tight money.” 
Lenders currently find it unprofitable to finance 
houses at FHA and VA rates pegged by the govern- 
ment at 5% and 414% respectively. Money has 
continued to flow into conventional financing where 
interest rates are free to seek market levels. 


Table Il 
. 
New Privately Financed Housing Starts 
5 Months, 1956 and 1957 


Thousands of Units 
1956 | 1957 | 
Total Starts | 465.3 | 384.2 


VA- and FHA-financed 196.5 114.2 


DOWN 81.1 
DOWN 82.3 


Conventionally-tinanced | 268.8 | 270.0 


The stabilized high level of conventionally financed 
quality house construction was underlined by an 
F. W. Dodge Corporation survey in March of 105 
architectural firms in 25 cities which indicated that 
despite the over-all decline in housing starts in the 
first quarter architects had more houses on their boards 
than the year before. 


PRIVATE NONFARM HOUSING STARTS 
1950-57 


Million Starts 
5 


FHA- and VA-Financed Housing Starts 


Conventionally Financed Housing Starts— 
The Stable Part of the New House Market 
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SECOND-HALF PROSPECTS 
Suilding activity during the second half will prob- 
ably continue at—or close to—a record level. 

At least a moderate comeback is to be expected 
in the residential category. Vacancy rates are now 
abnormally low, indicating the possibility of rapidly 
mounting housing shortages if the rate of home 
building doesn’t improve. 

In addition, liberalization of down-payment terms 
on government-insured mortgages, which now seems 


assured, should give a boost to residential activity. 


Some improvement has already occurred. In May, 
for the first time this year, the monthly dollar 
volume of construction contracts for one- and two- 
family houses was at the same level as a year ago. 

The large volume of nonresidential building proj- 
ects reaching the planning boards of architects and 
together with 
undiminished basic demand for schools, hospitals 


engineers in the first quarter of 1957 


and churches—assures a large volume of construction 
contracts in the last half. 


THE LONGER TERM OUTLOOK 
A prolonged continuation of record building levels is 
indicated. The basic demand factors that are oper- 
ating are long-term factors nullifiable by nothing 
short of economic or international crisis. For example: 


Population growth— 
will continue at the rate of about three million persons 
annually with predictable effects on our needs for 
almost every type of building. 


OUTLOOK FOR SPECIFIC BUILDING TYPES 


Houses: Extremely low vacancy rate 
during the past year indicate a consider 
able amount of underbuilding in the 
housing field. Current potential demand 
amounts to at least 1'4 million housing 
units per year. Demand will continue to 
grow as the rate of household formation 
increases and the standard of living rises 
Demolition of substandard units will 
provide additional demand. 


Industrial Buildings: expansion needs 
of the economy will continue rising in 
line with increases in population and the 
standard of living. Increased output per 
man hour will require newer and more 
efficient plants. This means high levels 
of demand for industrial buildings for 
years to come. 


Stores: Additional merchandising facili- 


population increases. Construction of 


modern retail outlets will show continued 
1ins due to the movement toward the 
uburbs and the added impetus of the 
Federal Highway Program. To cope with and 
increased suburban 
town buildings will have to be modern 
ized, new buildings constructed 


competition, down 


of persons 65 year 
all mean more pre 


Religious Buildings: The expected rapid 
rates of population growth will mean 
continued increases in the size and number 
ties will be required to meet expected of religious congregation 


Family formations — 


basic demand factor in housing) are currently al 
their low point and increases are to be expected from 
now on. The rise will be gradual for several years, 
rapid in the 1960's. 


Population mobility — 


about 20% of the population moves to new localities 


annually. 


Technological change— 


is expected to continue at unprecedented rales spurred 
on by huge expenditures for research which are open 


ing new vistas for industrial development 


Highway construction — 


the vast program of highway construction now under 
way cannot fail to have far-reaching effects on 
construction. Demolition of existing bu 

create demands for new structures, and easy acce 
to newly developing areas will stimulate construction 


j 


of houses shopping centers and other commercia 


facilities, and industrial buildings. 


Obsolescence — 


will continue to be the chief spur to U. S. building 
Behind the high rate of obsolescence of buildings in 
America is a free and energetic people hard bent on 
betterment. So it is that existing schools are being 
rapidly obsoleted by new teaching programs, hospital 
by new medical treatments, factories by new produc 
tion methods, stores by new merchandising tech 
niques and houses 


by new ideas for better living 


financing potentials are all strongly on 
the increase. Suburban growth will also 
provide additional need for religiou 
buildings. Expanding community func- 
tions of religious buildings (educational 
ocial, primarily) are outmoding 
many church plant 


Educational Buildings: The school aye 


population will be increasing rapidly dur 


Hospitals: Demand for additional hos ing the next decade. Large-scale con 
pital buildings is likely to rise sharply 
during the next decade. Higher standards 
of living, expansion of medical insurance tudent 
plans and a large increase in the number high school graduates than at present 
of age and over will 
ure for medical care ready tremendous pressure on such insti 
Changes in hospital procedures will make tutions for expansion 

older facilities obsolete 


struction of educational buildings will be 
required to meet the needs of these 
An even greater percentage of 


will go on to college, adding to the al 


; 7 S) Kibble 


Church at Vice Chairman 


tendance, church member hip and church F. W. Dodge ¢ orporation 


Extra copies of this advertisement are available from 


ARCHITECTURAL RECORD 


“workbook of the active architect and engineer’ 


who plan over four-fifths of all U.S. building 


119 West 40th Street - New York 18, N.Y 
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f.w. DODGE MAGAZINES 


AND BOOKS 

Architectural Record 

College and University 
Business 

Dodge Books 

The Modern Hospital 

The Nation's Schools 


Conposatios The Record & Guide 


* OXford 5-3000 
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A hisis the size we use for the Growing Greensboro Market” 


Brush up on some statistics and paste up 
some new sales records in Greensboro’s 
12-county ABC Retail Trading Area! This 
rich, diversified market has one-sixth of 
North Carolina’s population and accounts 
for one-fifth of its retail sales. For clean, 
penetrating coverage use The Greensboro 
News and Record. Over 100,000 Circulation 
Daily — Over 400,000 Readers Daily! 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
influence in over half of North Carolina! 


Greensboro aS — 
= . ~ ll 
News and Keceord V@® 


GREENSBORO, NORTH CAROLINA ao 


Sales Management Piguees Represented by Jann & Kelley, Inc. 


He even carries order blanks in his pajamas. Says he never can tell when he'll meet a real prospect.’ 
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Tetra Pak Is Here to Challenge Paper Milk Containers 


... and perhaps to succeed other types of containers being 
used in foods and other industries. The Swedish developers 
have licensed four firms in the U.S.: Crown Zellerbach, 
International Paper, Dobeckmun and Olin Mathieson. 


‘The waxed fibre container for 


dairy products has grown into a 
mammoth competitor of the once un 
challenged glass bottle. 

Now competition W hich may be as 
formidable in relation to these paper 
appears on the American 


letra Pak 


container with no 


cartons, 
scene in the form of 
a  tour-sided 
closure, being simply heat-sealed 

What gives the new package a 
startling competitive edge backed by 
a claim of up to 40% savings over 
conventional paper cartons is this 
the unique machine that produces it 
from a single roll of 
pape! automatically and simultane 
ously forms and fills ‘Tetra Pak. ‘The 
material used is pecial polyethylene 
laminated kratt 


Jutside 


pre printed 


wax coated on the 
Primary market is the dairy in 

ry for everything from milk and 
cream to ice cream, yogurt and butte 
milk. It iS pro 


puICces honey jam 


ng practical also for 
jelly, salad 
dressing, cheese spreads, syrup and 
hard-to-package fluids, and even 
such products as spinach, for example, 
n Sweden where the new idea in 
packaging was born. In this country 
it holds interest for an industry as 
far afield from food as oil—it is being 
considered as a container for motor 
oils 

Research on ‘Tetra Pak went on 
for about 14 years within the 
Swedish organization, AB Akerlund 
& Rausing, a giant packaging con 
cern. It was first used commercially 
in that country in 1953. At the out 
set a subsidiary organization was es 
tablished AB ‘Tetra Pak (‘Tetra 
Pak Inc.)—to handle the ma- 
chinery produces the new 
package and to market both. Before 
the package rea hed the United States 


it had been adopted in 2 


W hi h 


2 countries, 
1 


including France, England, Germany 


Japan. 
It was launched in this country 


about a year ago when four of 


America’s largest paper concerns 


were licensed to manufacture and 
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THIS IS IT: A four-sided, 


heat-sealed package for liquids 


Tetra Pak is also proving practical for jams, jellies, dressings 


sell the ‘Tetra packaging material. 
The first of these was Crown Zelle1 
bach Corp., followed by International 
Paper Co., The Dobeckmun Co. 
and Olin Mathieson Chemical Corp 

Tetra Pak, Inc., 


ized to provide a United States cente 


was then or gan 


for: handling of the machinery which 
produc es the packages ; promotion of 


the new packaging concept; and 


creation of marketing program 

tailored to the needs of the individual 
‘Tetra Pak 

made in Sweden and exported But 

Tetra Pak in the U.S, was set up 


Ameri an 


licensees. ac hinery 


ompany It 
banking 


facilities, will be operated entirely by 


as a wholl 

has its own capital and 
American personnel, and its earning 
will be apy lied to local de elopment 


ind expan ion, Initial capital \ 
plied by the parent compan 
benefits through sale of it 
abroad and by license fees 
the four paper concern 
‘Tetra Pak, Inc., in the 
set up with two sale 
headed by ; ales manag 
western iles n nage! 
Doyle (formerly with 
Chicago area) 
the World ‘Trade 


Building, San Francisco 


Center 


cover territory west of the Mi 
and Alaska and 
of the United States will be 
out of Newark, N. J., with 
Black as eastern ile 
territory also include 


Black wa 


Torn erl 


Dovle 


Hawaii Lhe 


Iex-Cell-O Corp Pak Division 
as a sale representative in the New 
england tate tjoth Doyle and 
slack ma training period 


| 


if} weacetr. 


he tween 
| ape! 


on 


elling as much as they can of the 
‘Tetra materials, have 
trained corps of specialists in ‘letra 


pat kaging 


Pak sales. The s ope o! the projected 
actly 

by the number of personnel assigned: 
Crown Zellerbach started with about 


() men Paper will 


ivities in the new field is indicated 


International 


eane arger group 


SIDE BY SIDE: 


W. E. Ogden, Marsh Wall Products sales representative, and his 


secretary (a portable dictating machine) report on the spot—even from his car. 


A Traveling Secretary Keeps Salesman 
In Touch with Office and Customers 


Wherever W. bk. Ogden, Marsh 
Wall Products, Inc., sales representa 


¢, por his ‘secretary goes with 


portable di 
n keeps almost a lose 
ordet book 


the time or place 


tating mae hine 


in a hotel room, o1 
ver Ogden wants to 
a memo, his secretary 

there or an sional in 
omnia ufferer thi be quite 
handy. Dictating at 4:30 a.m. is far 
more satistying he say than t irning 
ly in bed 

During the da ind ey 
den fills the machine's dis 
Then he 
mails the discs to Marsh Wall’s home 
ofhce at Dover, Ohio 


transcribed and 


ters reports and memos 


| here they are 
forwarded to the 


nearby sales manager's ofhce. Ogden’'s 


90 


which 
are mailed immediately. Copies of all 


name is signed to the letters, 


materials he needs are sent to him. 

Lhis plan, he says, keeps him in 
constant touch with the ofhce and 
clients something not all traveling 
alesmen can claim. Even in his Car, 
Ogden’s secretary is ready to work. 
\ll he does is plug it into the dash 
board cigaret lighter through a con 
verte! 

Ogden, who sells Marlite prede 
orated hardboard to the mobile home 
industry, also likes to use the machine 
to brighten the day’s routine for 
the typists back at the office. 

\s he drives along, he may flip 
the microphone switch on to report 
interesting sights such as “‘pigs skating 
on the ice.”” And once in a while, a 
typist will hear a few bars of music, 


recorded from the car radio, being 


accompanied softly by the salesman. 


To promote their own sales, the 
four concerns—all operating national- 
ly and competing with one another— 
must actually “sell” the Tetra Pak 
program and equipment as well. 
Installation of machinery to form 
and fill the packages is the first step 
in the sale of their particular ma- 
terials and services. All four paper 
concerns benefit when a machine is 
installed, since a new customer is 
created. (It is then up to the sales 
organizations of each to keep or gain 
that customer by what it has to 
offer. ) 

The Tetra Pak machine is leased 
to customers who make one payment 
on signing the lease, a second pay- 
ment when the equipment has been 
installed, and 40 consecutive monthly 
payments to cover the balance. This, 
with a $250.00-quarterly payment 
from then on covers what is called 
the base rental. It adds up to any- 
where from $13,000 to $22,000, de- 
pending upon the type of machine. 
A production rental is charged, based 
on the number of containers made 
and filled with the machinery. This 
starts at $1.10 per 1000 per month’s 
volume of 100,000, drops to 80 cents 
a thousand when the monthly volume 
reaches 500,000 or more. 


To Add Offices 


During the first months of opening 
up the United States for ‘Tetra Pak, 
most of the initial business has been 
developed by the licensees. In the 
long run, this will be the obligation 
of the paper concerns and of ‘Tetra 
Pak, Inc., which expects to open ad- 
ditional offices and gradually expand 
its sales and service forces. ‘The com- 
pany assumes additional obligations. 
1) to break into new markets for 
the Tetra Pak 
sponsor advertising and publicity pro- 
3) to work with users to help 
them to get the most benefit from 
their adoption of the Tetra package. 

Furthering obligations 2 and 3 


equipment ; 


oT: ° 
grams ; 


the company has engaged Merchan- 
dising Factors, Inc., San Francisco, 
as its advertising agency. This or- 
ganization is now in the process of 
working out promotion tools and 
copy to sell prospective licensees, and, 
to help them to market Tetra Pak on 
their local markets. 

In the early Stages, licensees are 
provided with an advertising al- 
lowance for promotion to the con- 
sumer. A basic kit of copy ideas and 
materials is supplied at cost. This 
includes point ot purchase materials, 
publicity releases, 
and newspaper copy, and mats. The 


radio, television 


basic materials are so designed as to 
be adaptable to a variety of users, 
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becoming custom advertising through 
the addition of each user’s brand name 
and special message. 

Although designed for the use of 
the licensees, the kit and accompany- 
ing merchandising program also be- 
come a means of selling him on 
Tetra Pak. Here are some of the 
benefits and advantages offered: 


1. Economy. Up to 40% less per 
package in the dairy field, for example 
over the standard waxed paper con 
tainers put out by Pur-Pak, American 
Can and Sealright. 

2. A size range never before avail 
able. ‘Tetra Pak machines now avail- 
able come in six models capable of 
making and filling cartons from a 
half-ounce to one quart in size. The 
smallest paper carton to date is the 
8-ounce size. ‘The argument is that 
this widened range immediately opens 
new markets for heavy cream and 
fresh orange juice (the 4-ounce car- 
ton) and makes possible a 54-ounce 
individual coffee creamer for res- 
taurant and institutional use. ‘There 
is hardly any limit to the individual 
packaging food 
field. 


possibilities in the 


3, The unusual shape lends itself 
to dramatic merchandising, particu 
larly in the super market, attracting 


shoppers both by its uniqueness and 


because there is room on the package 
for colorful Promotion 
of impulse buying is given as a strong 


advertising. 
argument here. 


4. The sturdy little packages are 
space-savers; they can be neatly fitted 
together In spec ial baskets, or dump- 
displayed with safety. 


‘Tetra Pak with 
users to show them how to obtain the 


field men work 
maximum advantages from the new 
package, both in introductory phases 
of a campaign and for long-range 
promotion. ‘They demonstrate how to 
make best use of the promotion aids 
how to put the 
advertising allowance to best use, how 
to develop new markets for 


the company offers 


their 
products, 

Preparation is made for breaking 
into new markets by the study of 
packaging problems of likely 
pects and through joint explorations 
with potential users of possible ‘Tetra 
Pak application to their marketing 
Already company technical 
men are working with representatives 
of the oil and the detergent industries 
on the suitable 
package for their products. The dif- 
ficulties which might be solved by a 
‘Tetra Pak container in the oil field, 


pros- 


needs. 


development of a 
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for example, relate mainly to dis- 
posal: in this respect, cans are a 
problem. Economy and convenience 
are two of the advantages being eyed. 

At present, the new container is 
impractical for carbonated beverages 
like beer and soft drinks, but other 
non-food packers are 
idea. 

Among the first 
Tetra Pak in the 
Citrus Products, a Southern Cali 
fornia firm which puts out orange 
juice under the trade Vita- 
Pakt, in large volume. 

Safeway Seattle Division 
was the first here to adopt Tetra Pak 
for the distribution of ice cream. The 
chain organization will expand its 
use of the package if it proves prac 
ticable and acceptable to customers. 

Golden Guernsey Dairy in In 
diana was one of the first firms to 
lease a machine for production of half 
pint ‘Tetra Paks of milk to be dis 
tributed to schools and institutions in 
the Indianapolis market. Crown Zel 
lerbach sold all three of these. 

Dobeckmun was the 


studying the 
customers tor 
tS. is Glenco 
name, 


Stores’ 


firm which 


sold the Sealtest Dairy, in Cleveland, 
Ohio, on marketing the 
creamer size to 


S 


k-ounce 
restaurants and 
letra Pak 


ordered — by 


institutions. So far, 25 
have 


concerns, 


machines been 


American most of them 
dairies. 

Although ‘Tetra Pak works closely 
with the tour licensees, strict 
neutrality the probability 


of any complications of a competitive 


rules out 


nature arising. For example, any leads 
developed by company representatives 
are given impartially to all four of 
the paper ‘Tetra 
Pak installs a machine, the names of 
all four 
to the lessee. 


manufacturers, If 


materials are 
Where two of 


the four suppliers (or all of them) 


suppliers of 
given 
are trying to sell a given prospect, 
the latter must choose which of their 
products and services he prefers. 

Doyle: “We would 
recommend one over another 
among them. Only a impar 
tiality on our part could keep such 


Comments 
neve! 
strict 


an association as ours with the paper 
suppliers working successfully.” 
The End 


IT HAPPENS EVERY DAY 


OCOWN BOYS! 


SEE ONE OF YOU 


MERLHAND SING 
MANAGER 


THAT SALESMAN MIGHT 


OFFICE 


SOMEBODY FORGOT TO LOCK THE DOOR OF THE BUYING COMMITTEE MEETING 
BUT THE ALERTNESS OF THE BUYER PREVENTED COMPLETE DISASTER 


YoU CAN REACH EVERY MEMBER OF THESE ALL. POWERFUL BUYING COMMITTEES 
IN NEW YORK IN THEIR MOST RECEPTIVE MOMENTS IN THE PAGES OF 


GROCER GRAPHIC (Advertisement) 


ATDT | Between the time he graduated from Yale University and joined 
the American District Telegraph Company at New Haven in 


1921. Raymond K 
of thre 


hie Was transferred to New York as a sales enginect for 


Hyde saw wartime service in the Navy and was a member 


ales promotion staff of Winchester Repeating Arms Company. In 1926 


ADT. Here he found 


a need for certam printed material to support his sales efforts and undertook 


it pre paration 


lirst coordinated advertising activities. Poday Mr. Hyde Is Manager olf Adver- 


\ short time later he was made re sponsible for the company’s 


tisiny and Publicity. We recently spent several hours in his New York ofhice, 


where he told us many things of interest about ADT and the part that trade 


hia i/itie 


Q Mr. Hyde, we understand that ADT 
is the leading security and protection 
organization inthe country, but just how 
do you define the scope of its services? 


A Nmericun District 


electric and electron 


Velegraph Com- 
prates tipple 
protection services to more than 63,000 
properties in ISOO) communities. We 
desin miantilacture stall, mamta 
and operate underwriters approved le- 
tection, alarm and suipervisory systems 
to safeguard lite property and profits 
igamist fire, burglary, holdup and other 


haz inal 


Q What properties do you protect? 


A We protect all types of business es 
tablishments, ranging from small stores 
to larwe madlustrial plants and right up to 
the U.S. Treasury, Bureau of the Mint, 
and Federal Reserve Banks, 
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le) 


play in the company’s advertising activities. Here are the highlights. 


Qin general terms, 
systems operate? 


A Onc 


whiat type ol 


how do your 


it has been determined just 
protection service 1s 
needed by our subsertber, we mstall the 
appropriate detection and alarm equip- 
ment on the premises In prin ipal cities 
United States, this 


equipment is connected by direct wire to 


throughout the 


a central station where dispatchers, on 
duty day and might, take whatever action 


isindicated the minute an alarm ¢ Ones inh. 


Q How is your service applied to 
smaller communities? 


A tiv 


scriber’s premises ts connected directly 


protective system in the sub- 
to the local police or fire department and 
alter that it ois regularly inspected and 
tested and 1s completely maimtamed by 


ADI Spec ialists. 


“«_..we can reach the people 


Q Of course you have many different 
types of equipment. 


A Yes indeed. Many, many kinds rang- 
ing from the sunplest types of electric 
based on 


burglar alarms to systems 


modern electronic developments. 


Qbdo you protect against hazards 
besides fire and burglary? 


A Whenever we speak of protection 
systems, people usually think in terms 
of fire, holdup or burglary, but ADI 
services go well beyond. For example, 
we provide automatic heating supervi- 
sory service which automatically detects 
and reports abnormal conditions in 
heating plants. We also furnish tndus- 
trial process supervisory service which 
gives instant warning im the event of 
deviations from normal operating con- 
ditions, Such services are essential wher- 
ever you have round-the-clock auto- 


matic manufacturing processes, 
Q Just how old is the organization? 


A ADT got its start in New York City 
back in 1871 as a messenger company. 
In those days, of course, there were no 
telephones and people depended a great 
deal on messenger service. Customers 
had signal boxes similar to the present 
Western Union call boxes, except that 
they then had four or five contact pots, 
By pulling the lever down to one point 
they could summon a messenger. By 
pulling it down to other points they 
could summon a hansom cab, a police- 
man or a fireman. These signals ter- 
minated at a point called the District 
Telegraph Office, from which messen- 


gers or others were dispatched. 


Q Didn't other cities have similar 
organizations? 


A Oh ves, all of the larger cities had 


“district telegraph’? companies. But 
each was more or less independent until 
about 1902, when most of them were 
consolidated into the company known 
today as American District Telegraph 
Company (New Jersey). In a few years 
the company discontinued the messen- 
ger business to specialize on electric 


protection services, 


Q At what point did space advertising 
first come into the picture? 


A Just before I came to New York City, 
in 1926, the company started to schedule 
occasional advertisements in one or two 
lire protection publications. However, | 
was responsible for the first coordinated 
advertising efforts of the company, and 
it was not until | had been here several 
years that we started to advertise on a 
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we want at a minimum cost” 


regular basis and to increase the scope 
of our advertising activities. Ud say we 
were using trade public ations regularly 


early in the 30's. 


Qis your entire space advertising 
program confined to the trade press? 


A Right now we are 
vertical job. Some of our people think 
that we but I 


still have a big 


doimg a_ strictly 
should broaden our base, 
am of the option that we 
job to do in several specific industries 


before we go horizontal. 


Many a successful businessman who did not 
have the adi antages of a formal educahon got 


where he is because of the things he read and 


learned in his trade MMALATUNES 


Q Just how do you define your adver- 
tising objectives? 


A We have two basi objectives. “Thr 
to sell ADT services— 


subscribers and to sell 


first, of Course, 1s 
to altract new 
present subscribers 


more comple te of 


second 1s 
You 


sell a sCTVICC, 


niore advanced SCTVICES Phe 
to help keep our customers sold 
must bear mi mind that we 
one thing that customers 


to think 


One thing hoes 


an intangible 
eldom have occasion or cause 
about. It is 


only whe i 


vO wrong—an attempted burglary, a 
hire or a power failure—that the value of 


our services comes into focus. 
Q What techniques do you apply? 


A We have mace good and SUCCES ul 
use of case histori Right now, how 
ever, we are concentrating on advertise- 
endorsements re 
might add 


that we are most happy with the results 


ments which feature 


ceived from subscribers. | 


Phis technique seems to be particularly 
eflective ith keeping customers sold ol 
the value of ADI 


ervices 


Q Do you stress the cost theme in 


automate protection gives realer se 


curity at a lower cost than can be 


obtained through other methods 


Q Do you address your messages di- 
rectly to your customers and prospects? 


A Not entirely We are 


reaching two audiences. In 


interested in 
idcdition to 
subseribers ancl prospects we advertise 
to those who are in a position to recom 
mend ADE services to their own clients 
and customers. To reach the first group 


we tse warehousing, lumber, architec 
tural and banking public ations, To reach 
thre second yroup we tise Histirahlce ana 


lure protection publi ations 


Q Mr. Hyde, you say that your space 
advertising is confined to vertical pub- 
lications. May | ask why? 


A It’s strictly a matter of reaching our 


audience most elhciently. Since vertical 
publi itions are cirected to the mterests 
of specit roups, we can reach the 
people we want at a minimum cost and 


with minimum loss of circulation 


Q What is your experience with regard 
to the size and frequency of trade paper 
advertisements? 


A IL favor large-size ads 
Not only do they 


attention, but -T firmly 


preferably full 
pages command more 
believe that they 


enhance the prestige ol the acvertiser 
and help establish and maintain po ition 
within an mdustry. So far as continuity 
that advertising 


ellective Phits 


is concerned, | heleve 
must be consistent to be 
does not mean that it is necessary to be 


in every issue of a publication, but your 


advertising should appear on a re ular 
basis and frequently cnough to remaimn 


in the minds of customers and prospects 


Q On the subject of trade publications 
in general, do you feel that they are 
increasing in importance? 


A Well, I think it's enou 
they alwavs have been of ver 
ible importance to both 
birst of all they 
Many i] 


who did hot 


advertisers 
ful educational foree 
businessman 


advantages of a formal educ 
where he is because of the thin 


and learned in his trade maga 
Q And about their value to advertisers? 


A Prac 
liser an opportunity to tell hi 
When men 


looks i 


publications vive thre 


receplive audience 


tract publication they are 


money-saving meas and wa to 


prove their eflicrency of operations 


lookin r for 


if you tell your 


The Y «Are information md 
tory appre thigl itcanl 


help but be read and remembered 


Q What is the reaction of your sales 
force to your advertising activities? 


A Most enthu tic ln fact thy 


histories and testimonials which 
are gathered by them and pusses 
to our departinent We olf cour 

every ellort to keep them full baile 
bout our activitte 1 that they 


them advertising upport to ut in 


idvantawe With competition Whial if is 
know is do 


that 


today they other ood 


alesmen, they've 


iway with all the tools at thei 


command 


Phrough the use of track and indu trial publi itions you are able to « EVeenvtatid 


cate with your customers and pro pective customer 


natural to them, most productive 


trace press SCIVNCS a purpose unduplicated by any other selling 


for you. In thos respect, the re 


mn an atmosphye re that os 


pron ible 


lores 


Chilton publications cover their chosen fields with an editorial excellence ane 


strict.control of circulation that assure confidence on the part of reader 


advertisers. With such acceptance von 


proportionate se lling power, 


Chilton 


COMPANY 


fnut and 


CHILTON PUBLICATIONS 


Oth treet 


. Philadel phia 


Department Store Economist « The I 


Hardware Age e Spectator e Hlardware World e Jewelers Carcularhe 
Automotive Industrie ¢ Gas ¢ Bbistribution Age « Optical Journal an 
Review of Optometry « Motor Age « Boot and Shoe Recorder 


. 
= Car Journal ¢ Butane Propane News ¢« Electronic Industries « book Divi 


developing your copy? 
Commerc 


A Yes. We stress the fact that ADI 
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Straddle Selling or Specialization 


...Or Something in Between? 


{continued from page 31) 


patented change maker or cash box 
for service station Worley remained 
a separate entity and retained its own 


ales force 
Largest kco acquisition since 1950 


j The Autoyre Co., Oakville, Conn. 


a manutacturer ol stamped and 
polished bathroom fittings. Here 
even though Autoyre’s products were 


old through the same trade channels 
a | kco 


each other the 


and the lines complemented 
Autoyre sales force 
wa kept intact 

I yp al of a_= smaller company 
whose products were taken over by 
J kco Metaloid Co., 


Cleveland. Not only was the sales 


force assimilated, but the manufac 


sale men l 


turing operation as well All ma 
Ikeo's 


plant in Canton, Ohio, where a new 


chiner was transferred to 


tove and utility mats was put 
More than two 


line of 


into produ tion 


dozen different types and sizes of 
mat are made and_ distributed 
through Ekco’s Chicago Division. 


| lectris Products In 


has come up with a different kind of 


: ) lvania 


olution two eparate sales forces 
that often engage in teamwork on 
iiou promotional projects. 


Sylvania bought 


Argus cameras 
everal years ago, and, on January 
1957, set up the Argus Cameras Di 
vision as an autonomous unit Syl 
vania is the world’s largest manutac 
turer of photolamps. Argus is the lead 
ing producer of millimeter cam 
eras Phe two line are thus natural 
partner Arg cameras, slide pro 
jector and photog: iphi ACCESSOTIECS 


ire sold largely to photographi retail 


outlet Sylvania flashbulb movie 
light projection lamp and other 
photographi lighting products ire 
old through distributors 

or the past several years the 


Photolamp Department of Sylvania 
ind the Sales Argus 


frequent occasions on 


Department ot 
ha c found 
which they an work together in na 
tional advertising, merchandising and 
in various national and local promo 
tions. ‘Today sales training clinics at 
the retail level are conducted jointly, 
and the two organizations are plan 
ning joint displays for trade shows 
and conventions, 

Both Sylvania’s Photolamp Depart 
ment and the Argus Cameras Division 
set new sales records in 1956. 
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A major reason for the merger 
(August, 1956) of Life Savers Inc., 
Port Chester, N.Y., and Beech-Nut 
Packing Co., Canajoharie, N. Y. was 
for merging of the 
management and marketing struc- 
tures of candy and gum,” 


“the possibility 


Life Savers brought to the new 
union 14 flavors of candies and five 
of Pine Bros. glycerine cough drops. 
Seech:-Nut sells some 60-odd varieties 
of baby and junior foods; regular and 
instant coffee; butter; and 
eight types and/or flavors of chewing 
gum. 

The only 
the two component companies com 
peted was in confectionery. 


peanut 


product area in which 


Life Savers 
through 1.2 
country, says Hundley A. ‘Thompson, 


a Life Savers exec utive who has be 


candies are sold 
million outlets across the 


come v-p for sales for the whole com 
pany. While distribution of Beech 
Nut gum was nearly as complete, the 
Life Savers men had done a better 
job of in-store merchandising, with 
“cash register” 


floor, counter and 


displays. 


Saved $1 Million 


At the time of the merger Life 
Savers and Beech-Nut gum each had 
about 250 “service salesmen” on the 
road at an average cost per man of 
about $7,000 a year. Since then the 
Life Savers Division has taken over 
the gum, and the field men now han 
dle both 


reduced from about 500 to 350 men. 


‘The combined forces were 


Direct savings this year are estimated 
at more than a million dollars. 

But, Thompson emphasizes, the 
company is equally concerned with 
buildings: “Our confectionery sales 
force today is 60% larger than the 
one either Life Savers or Beech-Nut 
gum had before. Although it takes a 
man 50° longer to make a call, we 
believe that the size of the order per 
store will be worth it.” 

The force is guided by 10 district 
managers (in B-NLS a district is the 
largest geographical unit) and the 
number of regions and divisions is 
being increased to provide closer full 
line contact with jobbers and stores. 
Number of divisions (the smallest 
unit) is to be expanded about 30% 


this year. 


"For 


kindred markets 
many types of kindred prod- 
ucts, we use straddle selling’." 
—T. J. Kehane, v-p in charge of 
Marketing Division, Worthing- 
ton Corporation. 


using 


Formerly Beech-Nut gum was dis- 
tributed through brokers west of the 
Mississippi, except in California, and 
through jobbers in the East. Life 
Savers were distributed nationally 
through jobbers. Now both lines are 
handled by about 8,000 jobbers. 

“While we do some educating of 
jobbers’ men,” ‘Thompson explains, 
“they are mainly concerned with sup- 
ply and service. It’s our job to get 
the candy and gum displayed and 
sold.” 

‘The men call on “A” 
ly; “3B” bi-monthly; “C” 
several year. They 
leave to the jobbers’ man the many 
thousands of “D” or smallest outlets. 


stores month 
stores 


stores times a 


resulted in 40% 
casualties among both management 
and field men in the Confectionery 
Division. “We tried to pick the best 
of them,” ‘Thompson says. “Other 
things being equal, we gave the breaks 
to those with seniority.” 


‘The merger 


The Confectionery Division is ex- 
pected to develop substantial savings 
shipping, 
housing, accounting and sales. But 
‘Thompson “We don't 
know yet whether one salesman can 
do the work of two. We're still 
working on the formula. We want 
more retail outlets, including vend- 


in such areas as ware 


points out: 


ing machines, and we're working to 
see that all the new stores, in shop- 
ping centers and elsewhere, display 
and sell both our candy and gum.” 
In the appliance field there’s the 
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case of The Silex Co., Hartford. A 
merger of Silex with Enterprise Man- 
ufacturing Co., Philadelphia, and a 
subsequent consolidation — of sales 
“enabled us to cut sales 
considerably,” F. D. Easton, 
manager, Consumer Products Divi 
sion, tells SALES MANAGEMENT. 
Sackgrounds: When Silex bought 
August 1955, it a 
quired a line of domestic food and 
meat choppers and othe 


pliances selling through the same dis 


forces has 


costs 


Ienterp1 ise in 
home ap- 


tribution channels as Silex products. 
It also acquired the Enterprise line 
of commercial and industrial food 
choppers and coffee mills which are 
sold primarily through the butcher 
supply and equipment industry. Be 
cause that part of the business didn’t 
“fit” with Silex, it was sold to U. S. 
Slicing Machine Co., Inc. 

This made possible a merged sales 
marketing 


torce and an integrated 


program. Here again, if was neces 
sary to conduct a training program 
to brief the men retained from En 
Silex 


give the Silex men the story of the 


terprise on products, and to 


I’nterprise line. 


Who's to Sell I+? 


Another variation of the solution 
to the ‘“‘Who’s-going-to-sell-it ?”” prob 
lem: When Kaiser Aluminum & 
Chemical Corp. acquired Foil Kraft 
Inc., it dumped a new item—Foil 
Kraft’s first for the consumer mat 
ket—into the lap of another Kaiser 
division. 

Here’s the story: 

In the Spring of this year, Kaiser's 
Foil Kraft Division (which 
into being last year through the pur 
chase of Foil Kraft, Inc., a major 
supplier of rigid foil food containers 
to the frozen food and bakery indus 
started production on a con 


came 


tries) 


sumer item: a 9-inch pie plate for 


home baking, freezing, picnics, gen 
eral use, 

Foil Kraft’s highly trained indus 
trial sales force had had no experi- 
ence marketing a retail product. 

Questions: 


Foil Kraft men to take on the new 


item anyhow? Should they set up spe 


cial sales groups to handle the new 
item? Or was there any other alte: 
native? 

CGiving the new item to the exist 
ing sales force was ruled out im 
mediately. Manager of the Division, 


Brooks 


salesmen are used to con 


Alanson explains: 

“Our 
tacting the frozen food packers and 
They talk 
in technical terms. Their selling in 
volved a tremendous amount of service 
to our customers, ranging all the way 


other major prime users. 
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Should Kaiser ask the 


from package design assistance to the 
solution of the customers’ merchan- 
dising or production problems. The 
selling job they do really involves sell- 
ing benefits rather than wares. It’s 
a complex and technical job of work 
ing with a few high-volume users. 

‘’The new consumer rigid foil food 
container, on the other hand, is a 
simple resale item. It is sold through 


kindred outlets Al 


though the item, considered from the 


groceries and 


point of view of total potential, may 
volume item, individual 
small looked at in 


prac ke rs 


become a 
orders would be 
with 


comparison sales to 


which our existing field men are a 
customed to making. 

“The men would hardly be con 
tent doing that kind of business. And 
from the company’s point of view, it 
would not be economic to ust these 
from a special 
selling. In 


highly trained men 
field to do this type ot 
short, these are two difterent mar 
kets, requiring 
tirely different kinds of training 
It would be impt 


salesmen with 


expe rience 
and no doubt unprofitable 
concerned to attempt to sti 
two.” 


The next possibilit 


The Cincinnati Times-Star delivers more easier-to-read ‘New Look”’ 
newspapers into the homes of Greater Cincinnati than any other 
atternoon newspaper. Your advertising gets circulation, concentrated in 
the heart of the market, plus action in the home where the buying starts. 


A. B. C. CITY ZONE 
CIRCULATION m7 


+ + 


Tieeh-svae 57 


to 
eeee8 


Tiees-sT Ae 56 
129,97" 


A. B. C. Publishers’ Statements 
3/31/57-56 


Concentration In The Heart 
Of The Market 


The Cincinnati Times-Stor is 
steadily increasing leadership over 
the other afternoon newspaper. Do 
as Retailers do . use the con- 
tinuing circuletion leader in the 
afternoon field. 


lmnen Slve— 


CORRECTIONS to the MAY 10, 1957 SURVEY OF BUYING POWER 


p. 150 p. 200 
of Data for Metropolitan Pittsburgh Metro Area: “Eating & Pacific States ‘Total: ‘Drugs’ should 
Areas YIA thru 235. All Drinking Places should read 193,144 be 777,356 
ires should be dropped 
p. 154 
U.S. Total: “Furn.-Household 


Appl.” should be 10,109,488 p. 219 


Macon County: “Drugs” should read 
S92 

Metro Area. “Urban Popu p. 198 Sees 

ld read 119.6 Maryland: “No. of Families’ should 


read 796.3 


0 


Coral Total 
p. 196 : Gables A hove 
Data for Metropolitan Pacific Coast States lotal: “Popula Cities 
) ti i ; tes § r > | ) 
Urban Population tion Eatemats nould be 18,221. ‘Total Retail Sales 86297 4090428 
p. 200 Food 17891 818996 
South Atlantic States ‘Votal: “Drugs” Kating & Drink. 
should be 849,768 Places 6038 316030 
Metro Area: “Food General Mdse. 2758 
id 76.010 p. 200 Apparel 10956 
Louisiana State Total: “Food” should Furn.-House Appl. 5274 
read 571.891 Automotive 16114 
(jas Stations $463 
Long Bea \rea: p. 200 Lumber-Bldg. 
Hardware wuld | New Mexico State ‘Total: “Drugs’ Hdwre. 13895 
hould be 35.880 Drugs 2685 


p. 303 
Manetee County: “Buving 


a great new Joplin so sss.e"uates 


0248 


toy ta ~ | 
@ _ AS 4 mn p. 303 


Manetee County: “Quality 
QOD 


Index’’ should be 


created for you by Bee Com nde 


read 113 


i Putnam County: “Buying 


Power Index” should be 


0144 
136,547 TV HOMES* IN THE JOPLIN MARKET 
Larger than Duluth, Phoenix, Ft. Wayne 
$776,919,000 Buying Income; 669,800 Total Population p. 304 

=. Putnam County: “Quality 
*NOW 28% HIGHER TOWER — HIGHEST IN 4-STATE COVERAGE AREA 7 Index” should read 82 
*NOW 29% MORE POWER — 71,000 WATTS MORE THAN 
ANY OTHER STATION IN THE AREA 


*"NOW COVERS /|36.547 TV HOMES IN JOPLIN 304 
MARKET — AN ALL-TIME HIGH P. 


Putnam County: “Index of 
Sales Production” should be 
96 


*Television Magazine Set Count, July, 1957 


Youll have moreluck with KODE-TV-JOPLIN, MO. 


(® p. 374 
\ abe | ye ° : 
316,000 WATTS Designed Power >>> J Winneshiek County: 
101 miles Northeast of Tulsa + 150 miles South of Kansas City — .| “Drugs” should be 394 
203 miles East of Wichita * 250 miles Southwest of St. Louis Harry D. Burke, V. P. & Gen’l Mgr. 
Represented by AVERY-KNODEL 
p. 469 
Mississippi State ‘Total: 


the Friendly Group ¢ KODE, KODE-TV, Joplin © WSTV, WSTV-TV, Steubenville «© WPAR, Parkersburg ¢ oO m lies’’ h uld , | SAN 1 
‘ami snoulid reac Ww, 


WBOY, WBOY-TV, Clarksburg ¢ WEIT, Pittsburgh 
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p. 517 
New 
Sales” 


State “Retail 


Jersey Total: 
should be 6,772,100 


p. 517 
New Jersey State Total: “Eating & 
Drinking Places’ should read 630,- 


436 


p. 523 

Tuckahoe Outlets: ‘‘Gen., Mchd., 
Apparel, F-H-A, Auto, Gas, L-B 
Hdware-Drugs” should read 11/3/6, 


6/16/5 


p. 533 
Suffolk County: “Urban 
tion” should be 201.1 


Popula 


p. 560 
Randolph 


Sales”’ 


County: Retail 


l otal 


should be 53.237 


p. 560 
Stokes County: All lines should be 
hold face 


p. 664 
Campbell Count 
should be 


Buving Power 


Index”’ O117 


p. 667 
Shelby 


147,129 


should read 


| ood 


p. 667 


Men phi ‘Food sho ild be | 35 SOS 


p. 690 
Clay County: 
should be 8,265 


p. 723 
Roanoke County: “Urban 
tion” sho ild read 119.6 


Popula 


p. 724 
Roanoke Metro-Area: “Urban Popu 
lation” should be 119.6 


p. 724 
Total Va. Metro Areas: 


Population” should be 1,383.3 


“Urban 


p. 724 
Virginia State ‘Total: 
1.869.9 


“Urban Popu 
lation”’ 


p. 762 
Carbon County to end of page: all 
columns should be dropped one line. 
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Straddle Selling or Diversification 


ing a parallel sales force to handle 
was also rejected. 
meant 


the consumer item 
It would have 
duplication of management and sell 


unjustified 


ing activities, including the setting 
up of a distributor (in this case, 
brokerage) organization. 

In the end, Foil Kraft found a 
third alternative. It could turn its 
lone consumer product over to the 
Consumer Foil Division of Kaiser 
And that is what was done. 

Neal Robinson, sales manager for 
the Consumer Foil Division, became 
the foster father for the rigid plate. 
His Division markets a complete line 
of consumer foils. 

Robinson: “When we examined the 
consumer package of rigid foil food 
Kraft 
indeed, a 


member of our line 


produced by Foil 
we realized that if was 
natural family 


containet 


of consumer items now sold to ind 
displayed in super markets. It was an 
obvious grocery item and could be 
taken on by our men without dis 
ruption or special effort. It called for 
the same kind of approach, selling 
and promotion as our existing prod 
cts. We adopted it gladly 

The new item is now fully inte 
grated into the Consumer Foil Divi 
sion. It even has acquired a “family 


“This | Believe" 


“Advertising is the most vocal part 
of our competitive enterprise system. 

“It continuously affects the lives of 
more men, women and children than 
any other part of our system. It’s the 
only part that obtrudes itself on the 
public 24 hours a day. It’s the part by 
which the public is most likely to 
judge the merits and demerits of our 
competitive system. 

“We in the advertising 
have a social as well as an economic 
responsibility 


business 


a grave responsi- 
bility to guide public thinking in the 
best interests of the public. 

“David Potter in his book, ‘People 
of Plenty,’ says advertising is the 
only force which has come to rival 
the church and the school in its in 
fluence on human behavior, And | be 
lieve this—with all my heart | believe 
— 

by Charles L. Whittier 

—From an address 

before the A.A.A.A. Annual Meeting 
White Sulphur Springs, W. Va. 


resemblance” package, has price struc 


ture, advertising support and adver 
tising allowances similar to those of 
the product line it joined 


Perhaps the easiest and taste \ 
swer to the question of integration-o1 
no-integration can be produced by 
management when the products in 
volved are so thoroughly dissimilar 
that the idea of integration ts palpa 
bly foolish. 

Last June Koehring Co \ilwat 
kee, acquired “The Hydraulic Press 
Manufacturing Co. of Mount Gilead 
Ohio 


cipally of the manufacture and sale 


‘This business consisted pi 


of hydraulically operated machinery 
including presses for metal working 
and processing industries 

molding machines, metal dic 
and hydraulic 


component 


machines 
such as pumps and cylindes Bir 
compan ‘ l own sale Orvaniza 
tion 
Koehring manutacture 
ised in road building, const 
logging mining petroleun ay 
ture, and the general industria 
ind sells through distributor 
Here there was no thought ot 
tegration. But ivs |. $ (Clonwa 
{ 


vice-president in charge ot ile rot 


Koehring, ““We do cooperate with 


our subsidiary, to some extent, in ad 


vertising and catalogue presentation 
ind in placement of advertising cop 
when 


in better media 


better rate through 
counts 


Koehring 


from imtegra 


‘| he pene ral trend 1 
Conway saj is awa' 
tion. ‘The ideal is for each 


in the Koehring organization to stand 


compan 


on its own feet and be completely au 
Even with the Buffalo 
Roller Co which sell 
through the same type of distributos 
as Koehring and makes products not 
too different from Koehring there 


' 
integration oft il¢ 


Tonomous, 


Springfield 


has been no 
torces 

Said one p in charge of sales 
“It’s hard to overestimate the impor 
tance of weighing all factors befor 
leaping into straddle selling just be 
cause the controller is so anxious to 
of d iplicate ter! 


tory coverage. It’s true that when the 


eliminate the cost 
conditions are right, savings can 1 
into big money. But consolidation 
sales forces where product and mat 
situations are complicated 

only to diluted sales effort, poor 

ice to customers, and loss of industs 
The End 


.° ” 
position, 
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August Sales In The Doldrums 


By DR. JAY M. GOULD, 


Research Director 


Sales Management's Survey of Buying Power 


Retailing in August will not have 


the benefit, such as it was, of the some 


what greater than average increase 
in automotive sale as the industry 
goes into its period of retooling and 
preparation for the 1958 models. Con 
equently, August retail sales cannot 
be expected to register more than a 
'O gain ove last August, which is 
of course less than the corresponding 
mount of price change. 

So far this year the soft goods lines 
have been racking up the real gains 
especially food stores (helped by the 
increase in super market sales of non 
food items), drug stores (in which 
the tranquilizer boom has played an 
and gasoline sales. 
in dol 


lar volume, but down by 2), ( in 


important part) 


Auto sales have been up 5% 
ac tual number s of cars sold. 


98 


Applian es have suffered real losses 
on the other hand. A review of in- 
dividual output records for the first 
five months of 1957 compared with 
the same period last year shows a 
rather dismal picture: electric dryers, 
down 28%; gas dryers, down 12%; 


electric ranges, down 19%; gas 
ranges, 10%; washers, down 
230; television sets, down 24% ; re- 
frigerators, down 139%; dishwashers, 
down 19%. In fact the only impor- 
tant appliances whose 1957 output ex- 
ceeds 1956 so far are radio (exclud- 
fidelity equip- 
ment. ‘The plight of the appliance 
dealer has been worsened by the fact 
that declining unit profit margins 
have gone along with the declining 
sales trends. ‘Thus a recent study of 
the National Appliances and Radio 


down 


ing cars) and high 


Dealers Association, on “The Cost 
of Handling Business,” showed that 
even in 1956, net operating profit 
reached an eleven year low point of 
1.2%, with 28% of all dealers re- 
porting net losses. 

In the face of continued gains in 
personal income, the drop in appliance 
sales is difficult to attribute to the 
familiar catch-all of ‘(Consumer sat- 
uration,”’ One big consumer complaint 
that should be noted however, is the 
problem of servicing and maintenance 
of a growing stock of electrical equip- 
ment in the home, whose operation 
would sometime seem to call for the 
equivalent of a M.I.T. degree in 
engineering. 

Another important characteristic 
of durable household goods sales, ac- 
cording to a recent FRB study of 
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Consumer Finances is the marketing 
importance of recently organized 
households. About two-thirds of cou- 
ples married less than three years 
bought at least a major household 
item in 1956. While marriage rates 
are not falling off, new household for- 
mation is declining if we can judge 
from the decline in residential con- 
struction, 


The retail sales box score is not 
presented this month because the De- 
partment of Commerce is in the proc- 
ess of revising the basic estimates. 
Publication of the table will be re 
sumed in succeeding issues. 

Among the states expected to re 
port better-than-average performance 
for this August as compared with last 
August are: 


Florida 
New Mexico 
Oregon 


Alabama 
Arizona 
California 


Utah 


The leading cities, those with a 
City-National Index well above aver 
age are: 


San Diego, Cal. 
San Jose, Cal. 
Middletown, Conn. 
Sacramento, Cal. 
Savannah, Ga. 
Orlando, Fla. 
Lawrence, Mass. 
St. Petersburg, Fla. 
Florence-Sheffield, 
‘Tuscumbia, Alla. 
Phoenix, Ariz. 
Appleton, Wis 
Miami, Fla. 
New London, Conn. 
Lexington, Ky. 
Mobile, Ala. 


Galveston, Tex. 


Sales Management's Research Depart 
ment with the aid of Market Statistics, 
Inc., maintains running charts on the 
business progress of 302 of the leading 
market centers of this country and 
Canada. 


Monthly data which are used in the 
measuring include bank debits, sales tax 
collections, Department of Commerce sur- 
veys of independent store sales, Federal 
Reserve Bank reports on department store 
sales. 
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The retail sales estimates presented 
herewith cover the expected dollar figure 
for all retail activity as defined by the 
Bureau of the Census. The figures are 
directly comparable with similar annual 
estimates of retail sales as published in 
SM’s Survey of Buying Power 


Three Index Figures Are Given, tl 
first being “City Index, 1957 vs. 1948.’ 
rhis figure ties back directly to the official 
1948 Census and is valuable for gauging 
the long-term change in market. It is 
expressed as a ratio. A figure of 400.0, 
for example, means that total retail sales 
in the city for the month will show a 
gain of 300% over the same 1948 month 
In Canada the year of comparison is 
1951, the most recent year of ofhcial sales 
Census results 


Ihe second figure, “City Index, 1957 
vs. 1956” is similar to the first except 
that last vear is the base year. For short 
term studies it is more realistic than the 
first, and the two together give a well 
rounded picture of how the city has 
grown since the last Census year and how 
business is today as compared with last 
year 


The third column “City-National Index, 
1957 vs. 1956,” relates the city’s changes 
to the total probable national change for 
the same period. A city may have this 
month a sizable gain over the 
month last year, but the rate of ga 
may be less or more than that of the 
nation. All figures in this column above 
100 indicate cities where the change is 
more favorable than that for the U.S.A 
The City - National Index is derived by 
dividing the index figure of the city by 
that of the nation 


same 
in 


The Dollar Figure, “$ Millions,” gives 
the total amount of retail sales for the 
projected month. Like all 
what is likely to happen in the future, 
both the dollar figure and the resultant 
index figures can, at best, be only good 


estimates of 


approximations, since they are necessarily 
projections of existing trends. Allowance 
dollar estimates for the 
trend, and 


is made in the 


expected seasonal cyclical 


movement, 


These exclusive estimates are fully pro 
tected by copyright 
reproduced in printed form, in whole or 
in part, without written permission from 
SALES MANAGEMENT, IN¢ 


They must not be 


Suggested Uses for These Data include 
(a) special advertising and promotion 
drives in spot cities, (b) a guide for your 
branch and district managers, (¢« 
ing sales quotas, (d) checking actual per 
formances against potentials, (e) basis of 
letters for stimulating salesmen and fore 
stalling their alibis, (f) determining 
where drives should be localized 


revis 


% Cities marked with a star are Pre- 
ferred - Cities - of -the-Month, with a level 
of sales compared with the same month 
in 1956 which equals or exceeds the 
national change. 
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RETAIL SALES FORECAST ¢ 
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ng for 
re lation, sales 
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on these cities. 
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RETAIL SALES FORECAST 
(S.M. Forecast for August, 1957) 
City 
City City Nat'l 
Index index Index $ 
1957 1957 1957 (Million) 
vs vs vs August 


1948 1956 1956 1957 


United States 


1536 102.0 100.0 16,511.00 


Alabama 1576 

*& Birmingham 147.7 
& Florence-Sheffield 

Tuscumbia 199.7 

& Gadsden 143.4 

® Mobile 184.5 

Montgomery 174.7 


Arizona 
w& Phoenix 


Tucson 


Arkansas = 1528 
Fort Smith 148.4 
Little Rock-North 

Little Rock 


California 104.4 102.4 

Bakersfield 1006 96. 
w& Berkeley 102.0 100.0 

Fresno 96.4 94.5 
*% Long Beach ‘ 1044 102.4 
w% Los Angeles 102.4 100.4 
w& Oakland 106.5 1044 
w Pasadena 102.9 100.9 
w Riverside 106.3 104.2 
w® Sacramento 115.4 1131 

San Bernardino 96.0 94.1 
% San Diego 120.0 117.6 
w® San Francisco 102.4 100.4 
& San Jose 119.4 117.1 

Santa Ana 96.8 94.9 
w® Santa Barbara 105.3 103.2 

Stockton 996 9746 


Ventura 96.7 96.6 


Colorado 11 100.0 

Colorado Springs 270.4 94.48 
® Denver .. 1669 101.5 
® Pueblo 182.6 102.8 


MIDDLETOWN 


Drug Sales per Family 
32% Above Average 


You always get more in Middletown because 
Metropolitan Middletown families can—and 
do-—buy substantially more retail goods than 


the average American family 


Take drugs 4s another example The y buy 
almost one-third more drug store prod ucts 
spend $164 against $124 spent nat onally 


The $3,485,000 Middletown drug market is 
too full of sales opportunities for you to 
overlook You can be sure youre selling 
t only when you advertise in the Middletown 
Press—read daily in better than 70% of 
Middlesex ( ounty) Metropol tan Middle 
town homes for a degree of coverage 
and penetration no combination of outside 
anywhere near equal 


newspapers can come 


ng 


THE MIDDLETOWN PRESS 


. MIDDLETOWN 


Food Dos Wonders for Me 


FOOD SALES 
62°% Above Average 


Stamford’s $56,086,000 food sales 
th largest in the state are 62° 
thove average volume, None of the 
state's four larger cities approaches 
thi ales activity in the food field 
Just ome more reason why you 


hould schedule the 


Advocate with its 97° 


Stamford 
coverage of 


top living market 


Stamford Advocate 
STAMFORD, CONN. 


Represented by 
The Julius Mathews Special Agency, Inc 


HIGH SPOT CITIES 


RETAIL SALES FORECAST 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. 
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RETAIL SALES FORECAST 
(S.M. Forecast for August, 1957) 
City 
City City Nat'l 
Index Index Index $ 
1957 1957 (Million) 
vs $ August 
1956 956 1957 


Connecticut 
102.9 


Bridgeport 100.2 
& Hartford 110 
& Meride 

Wallingford 
tw Middletown 

New Haven 
t New Londor 

wwich 
stamford 


aterbury 


Delaware 1481 
Wilmington 147.2 


District of Columbia 
1246 99. 


Washingtor 124.6 99.6 


Florida 2! 3 106.2 484.99 
& Fort Lauderdale 362 ’ 103.8 17.94 

Jacksonville on9 39.31 
*& Miami 7 109.5 74.77 
® Orlando 112.2 19.93 
w& Pensacola 252 J 104.6 11.82 
& St. Petersburg 4 1112 25.17 
& Tampa 7 106.6 34.38 


Georgia 
Albany 
Atlanta 
Augusta 
Columbus 
Macon 

w® Savannah 


Hawaii 
%& Honolulu 


Idaho 


® Boise 


Ilinois 1,038.04 
Bloomington 5 101° Qo « 6.07 
Champaign 

Urbana 100 
Chicago 100 
Danville 


27,500 
Car-Conscious 
Families Spend 


$24,061,000 


The Norwalk area’s 27,500 
families keep local automo- 
tive dealers happy, their show- 
rooms buzzing with activity. 
Last year purchases averaged 
$875 per family — compared 
with $690 for the U.S.; $798 
for rich Connecticut. 


To achieve and hold your 
share of this top-grade auto- 
motive market, you need the 
Hour with its broad coverage 
and local dealer tie-in 


The Norwalk Hour 


NORWALK, CONN. 


96% Coverage of A.B.C. 
City Zone (60,425) 
57% Coverage of 
The Trading Area 


Represented by 


The Julius Mathews Special Agency, Inc. 


NEW LONDON 
Food Sales— 
Tops in 
Connecticut! 


Average family food 
sales are higher in New Lon- 
don than in any other Con- 
necticut city with a popula- 
tion of 25,000 or more. Are 
you getting your share of 
their dollars? (SM '57 Survey) 


Use The Day—New Lon- 
don's only daily—for positive 
coverage of this high-spend- 
ing, isolated 61,547 ABC 
City Zone! 


Che Bay 


NEW LONDON, CONNECTICUT 
Notional Representatives: 


GILMAN, NICOLL & RUTHMAN 
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THIS Is Eastern Connecticut 


$56,992,000 


for Groceries 


49,000 families that spend an 
average of $1,143 and a total 
of $56,992,000 for food are 
the kind of people you’d like 
to meet face to face with 
your advertising. 


Only one newspaper gives you 
broad solid coverage of these 
Eastern Connecticut families 

the Norwich Bulletin. Out- 
side newspapers don’t pene- 
trate this quality market: it’s 
too big, too isolated for any- 
thing but an inside medium. 


Norwich Bulletin 


and Norwich Bulletin-Record (Sunday's! 


NORWICH, CONN. 


Bulletin Sunday Record 
24,487 Daily 20,629 


Represented by 


The Julius Mathews Special Agency, Inc. 


$319 Per Family 
for Building Materials 
and Hardware 


Kennebec County's $7,367,000 
lumber-building materials-hard- 
ware sales are the second largest 
in the state 


Something to remember when 
you're choosing preferred markets 
for paint, building materials, hard- 
ware, do-it-yourself products. Ken- 
nebec County spends more per 
family on these products than any 
other large market in Maine 
$319 ,against $281 spent nationally 
You'll find it truly responsive when 
you sell it through the Augusta 
Kennebec Journal—which saturates 
Augusta (state capital and county 
seat) and blankets the greater part 
of the ounty 


AUGUSTA 
KENNEBEC JOURNAL 
AUGUSTA, MAINE 


Represented by The Julius Mathews 
Special Agency, Inc. 


HIGH SPOT CITIES 


RETAIL SALES FORECAST ¢ 
See the Survey of 


Power for 
full population, sales 
and income data 
on these cities, 
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RETAIL SALES FORECAST 
(S.M. Forecast for August, 1957) 
City 

City City Nat'l. 
Index Index Index $ 
1957 1957 1957 (Million) 
vs vs vs August 
1948 1956 1956 1957 


Illinois (cont'd.) 
Decatur 159.6 97.4 


w East St. Louis . 168.4 104.2 
% Moline-Rock Isiand- 

East Moline 144.6 104.4 

Peoria . 137.8 96.9 

w& Rockford .. 171.5 100.2 

w& Springfield 145.1 100.0 


Indiana 418.63 
w& Evansville 17.39 
Fort Wayne 5 20.02 
Gary 18.41 
Indianapolis 71.52 
% Lafayette 6.05 
Muncie 8.37 
South Bend 17.09 
Terre Haute 9.81 


lowa 
Cedar Rapids 
Davenport 
Des Moines 
Dubuque 
Sioux City 
Waterloo 


Kansas 
Hutchinson 
Kansas City 
Topeka 

* Wichita 


Kentucky 5 199.80 
tw Lexington 12.04 
Louisville 50.44 
Paducah 53 5.27 


Louisiana 175.2 103.4 1014 242.30 
% Baton Rouge 218.9 107.9 1058 21.11 
Lake Charles 233.3 1016 99.6 8.59 

w® Monroe-West 
Monroe 175 104.9 8.84 
w® New Orleans 1644.0 1049 68.60 
Shreveport 159.6 98.2 96 20.09 


Maine 97.9 96.0 
w® Bangor 102.3 100.3 


$138,500,000 
BUYING POWER 


Along Maine's Busiest 
Shopping Routes 


The roads into Waterville are jammed 
with shoppers from a 3-county area 
whose purchases give Watervill 
the highest sales production index i: 
the entire state—90% above averag: 
. almost DOUBLE 
Families in Waterville and along its 


routes have $138,500,000 


volume 


shopping 
buying power, spend $106,922,000 for 
retail goods, “Worth selling!” is right 

especially when you can reach them 
so effectively through the Waterville 
Sentinel—which covers the city com 
pletely, is ready daily in 66% of th 


entire market’s homes 


Waterville Sentinel 
WATERVILLE, MAINE 


Represented by 
The Julius Mathews Special Agency, Inc. 


Inside Track to 


Maine's 3rd Largest 
Food Market 


York County's food sales total 
$30,030,000 


$219 above the national 


average $1,108 per 
family 


average 


The surest, most economical way 
to sell these preferred food buyers 
is to start with Biddeford-Saco, the 
county’s largest single concentra 
tion of families and food sale 
Phey spend $11,829,000 in grocery 
stores 19% of the county total 
If you want to influence them or 
change their brand preference 

you can reach 90% of these bis 
spending families any weekday 
through the Biddeford Journal 


THE BIDDEFORD 


JOURNAL 


BIDDEFORD, MAINE 


Represented by 
The Julius Mathews Special Agency, Inc 


| HIGH SPOT CITIES 
| RETAIL SALES FORECAST $ 
| See the Survey of 


ful papulation, sal 
, Sales 
on these cities. 
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THE STATE-SIZE 
PORTLAND, MAINE 
MARKET RETAIL SALES FORECAST 


161,300 Families city 


City City Nat'l. 

Index Index Index 3 

$707 Family Automotive Sales 857 857 957” 
1948 1957 


161,300 families in the 9-county Portland market spend 
$114,083,000 for automotive products-—at the rate of $707 Maine (cont'd.) 
per family compared with $694 for the average U.S. Lewiston- 
family. Auburn 129.9 
Portland 136.6 
This mass market of quality buyers represents a big potential 
for your dealers. You can influence these 161,300 families 
to think in terms of your Maryland = 174.5 
products and your dealers by wr Boltimere .7.. 148.0 
using the medium that really w Cumberland 129.7 
sells this market. Hagerstown 164.8 


The single-buy Portland 
Newspapers are nationally 
famous for results. For years 
they and Portland have been 
a top choice for testing pur- 
poses. Advertisers know from 
long experience that if the 
products’s right, the Portland 


Massachusetts 
150.0 
Boston 139.2 
Brockton 137.6 
Fall River . 117.8 
Holyoke 145.2 
w Lawrence 142.1 
we Lowell . 129.5 


Newspapers will sell it... set 
the sales pace for the nation. 


Keep your automotive sales 
up. Schedule this time-tested 


Lynn 132.8 
New Bedford .. 126.6 
Pittsfield 145.6 
Salem 138.5 
Springfield 142.3 


combination—Portland and 


. Ww Worcester 139.6 
the Portland Newspapers. 


Michigan 1004 
Battle Creek 138.6 
NINE-COUNTY SALES AREA————_—___ & Bay City 161.8 
Detroit 140.0 
Flint 176.0 
Grand Rapids 153.6 
$! 14,083,000 AUTOMOTIVE SALES 

Jackson 151.8 
%& Kalamazoo 175.7 
Lansing 156.6 
PORTLAND, MAINE || = = 
a % Pontiac 201.2 
Port Huron . 14L5 

Royal Oak- 
NEWSPAPERS Fonte 242 


Saginaw . 162.4 


PRESS HERALD EVENING EXPRESS 
Minnesota 
SUNDAY TELEGRAM Duluth 


Minneapolis 


80,823 DAILY 95,315 SUNDAY St. Paul 


Represented by The Julius Mathews Special Agency, Inc. 


Mississippi 1455 %4 945 121.06 
Jackson : 1646 93 944 13.67 
Meridian 158.5 99.0 97.1 5.25 


SALES MANAGEMENT 


HIGH SPOT CITIES RETAIL SALES FORECAST 


. (S.M. Forecast for August, 1957) 
RETAIL SALES FORECAST « City A Great Newspaper 
City City Nat'l 


Index Index Index $ in a Great Market 


1957 1957 1957 (Million) 


vs. vs vs August A fact 
f c 


1948 1956 1956 1957 
FOR AUGUST, 1957 e ‘ ; 


which you can learn, 
with profitable pleasure, by giv- 
ing the Salisbury Post a trial 


RETAIL SALES FORECAST It’s the only newspaper in the 
(S.M. Forecast for August, 1957) Nebraska 135.56 
City Lincoln 13.24 

City City Nat'l Omaha 33.60 politan papers combined give you 


Index Index Index > 
1957 1957 (Million) but a fraction over 3000 circu 


market. All outside state metro 


vs Ws. August Nevada lation in the whole of Rowan 


1948 1956 1957 %& Reno 
County. The Post gives you over 


17,000 res yonsive, able potential 
New Hampshire , 

149.2 99.5 
Missouri w®& Manchester 148.2 102.0 
Nashua 152.2 96.4 be glad you did 


customers. Try the Post. You'll 


Joplin 
Kansas City 
St. Joseph 


St. Louis 


New Jersey 1605 101.3 582.29 

Atlantic City 120.3 95.9 11.62 
Springfield Paniiin 134.4 96.5 15.37  Sauisaury Sunoay Posta 
Elizabeth 132.3 99.0 13.07 53s SS ties SS 
Montana 99.8 69.53 Jersey City Published in the Tri-Cities 

. Hoboken 118.3 95.7 26.91 Salisbury —Spencer—- Fast Spencer 
Billings 96.6 7.38 Post Office 
Newark 124.7 100.2 59.04 


Butte . 95.6 5.53 
mi ‘ - w& Passaic-Clifton 171.0 109.9 18.69 SALISBURY, NORTH CAROLINA 


w® Great Falls 107.8 7.79 
%& Paterson 141.3 109.9 21.14 


%& Trenton 183.0 108.8 24.90 


New Mexico 


$8,760,000 ginwnn 2 NEW ROME 
FOOD SALES in Your Sales Sights? 


New York 99.7 1,709.00 
& Albany 104.2 21.15 
Wrapped eee Ready Binghamton 93.8 11.32 Rome is booming! 14.6% population 
Buffalo 97.4 72.72 jump since 1950. Its many diversified 
f D li Elmira 93.4 7.57 industries are in high gear. A $37 
or e ivery & Hempstead million addition to already high pay 
Township 100.1 89.09 rolls by the Air Force electronics re 
Families in the Little Falls mar- Jamestown 98.5 5.98 search and supply base. ‘Preferred’ 
te New York 100.8 853.65 High-Spot City rating month after 
%& Niagara Falls 106.2 12.84 month for more than a year and a 
Poughkeepsie 99.2 8.34 half! 
family . . $83 above average we Rochester 100.8 51.73 
% Rome 102.9 5.18 Booming Rome is where the money 


ket spend $8,760,000 for grocery 
products — averaging $973 per 


The fringe circulation of outside ; : 
. Schenectady 9 95.0 13.98 is in this upstate N. Y, area—your 


newspapers can’t tap this free- Syracuse 99.1 31.90 | prime sales target. The Sentinel alone 
spending market—in contrast to Troy 96.8 9.13 covers Rome and its $193,020,000 in 


P y + 
the Little Falls Times . . . which fe Ultes 100.7 12.83 come meres 


reaches 75% of the market's 


homes ... can deliver them at North Carolina ROME 


, 144.1 99.7 340.04 , . 14 bl ’ 
very modest cost. Asheville 159.1 100.0 10.34 DAILY SEN | IN Kl 4 


Charlotte 1854 968 25.88 A.B.C. 17.303 


Little Falls Times  **’" = oe oe ROME, N.Y. 


& Greensboro 199.6 106.7 20.54 
LITTLE FALLS, N. Y. High Point 208.3 968 6.54 Call, Write or Wire 
& Raleigh 195.9 104.9 13.30 | W. S. De Himer, Adv. Dir 
Salisbury .. 185.7 96.3 4.64 for complete merchandising and 


Wilmington 1775 97.3 § 6.78 marketing services to supplement 


Represented by 
The Julius Mathews Special Agency, Inc. 


Winston-Salem . 201.7 96.6 14.46 your advertising 


AUGUST 2, 1957 


HIGH SPOT CITIES 


xX | R A RETAIL SALES FORECAST + 4 
See the Survey of f 
ad Buying Power for 
Ys 


full population, sales 
and income data 


BETHLEHEM ron haeaer, ‘eT .— High 
uw @) P U L A T | @) N RETAIL SALES FORECAST Retail Sales 


(S.M. Forecast for August, 1957) 


NOW OVER ie | 
index index index $ $58.45! ,000 Total Retail 
| 0 0 7 0 0 0 ! 1957 1957 1957 (Million) Sales make Woonsocket Rhode 
a. Sa oe Island's 3rd market. (SM'57 Sur- 
ABC evaluation 1948 1956 1956 1957 


vey) Boost your sales easily and 
hows that Bethlehem’s 


dependably — sell Woonsocket 


zone population is now North Dakota ; 
, ugh its one-and-only local 
to 106.318! 122.9 103.3 throug y 


Fargo 139.2 104.0 102 daily, the 


only way you can cover 
i 165.2 998 ; 
ist-growing, prospe} Ohio 8 WOONSOCKET 


® Akron 169.6 106.9 


market is with Canton 148.5 96.8 LL 
Cincinnati 147.4 96.6 ) 


w Cleveland 150.0 102.9 Representatives: Gilman, Nicoll & Ruthman 


Cf h e (f} e t hy t e h em & Conon 176.4 105.6 : AMlisted:; WWON, WWON-FM 


Dayton 170.3 96.5 


Globe- Times ~_ a COVERS RHODE ISLAND'S 


Hamilton 
Rolland L. Adams, Publisher Lima 159.2 101.0 9.84 PLUS + MARKET 
Gallagher DeLisser, Inc., National Representatives % Lorain 174.1 103.2 
Manstield 174.9 94.9 


Hottest Automotive eee *** See ae ee For Sales Impact 


Portsmouth 148.0 95.6 


Springfield 156.2 96.9 5.0 ALTOONA PA 
Sales Pace 707 935 , , PA. 


Steubenville 


Toledo 138.7 96.4 


in Ohi w® Warren 182.3 102.1 
10 tw Youngstown 164.6 103.1 ; 


Zanesville 149.7 97.5 


Automotive purchases by families 
in the growing “Ruhr of America Oki 
ahoma 149% 5 ) 201.69 
re $103 above the national famil 
ei we Sie einen Seuoreery He Bartlesville 189.5 3.54 


te Muskogee 151.4 4.59 - 2 and 3 Colors plus 


Oklahoma City. 169.9 40.19 ince Available Daily! 
& Tulsa 182.3 0 3. 34.04 


iverage. No wonder Elyria tops 
very metropolitan center in Ohio 
in automotive sales production 

13 


above average volume! 


Add the extra selling punch of 
7 ROP COLOR to the LARGEST 
Ihio leading «automotive sales Oregon 43.: i CIRCULATION in Biair Count 
hub and its family newspaper—the Eugene 5 . for full sales impact in this rich 
hronicle-Telegram—are your key & Portland market. 
o this $44,652,000 automotive %& Salem 
98% COVERAGE 75% COVERAGE 
narket rated by Sales Manage City County and 
Trading Area 


nent among the SO fastest-growing Pennsylvania 
ietropolitan areas in the nation 138.8 ‘ 97.3 1,017.42 ALTOONA, PA.'S ONLY 


Allentown 140.6 100.1 98 16.42 EVENING NEWSPAPER 
| Altoona 1176 99.0 7.4 
Chronicle-Telegram cory ee. a RICHARD ©. suBLER 


Ww Bethiehem Advertising M 
o ervtisin onoger 
The Family Newspaper” Chester 152.3 100.0 ; 9.87 : ‘ ‘ 


| Erie 134.1 98.1 17.48 
E YRIA, OHIO Harrisburg 145.6 98.1 16.67 
Hazleton 118.3 99.2 4.05 


Circulation 22,094 ABC 9/30/56 %& Johnstown 134.0 1026 100.6 


, 
DOUBLE the Number of City Families Lancaster 154.2 98.4 96.5 
Represented by W Norristown 185.6 1048 102.7 l r ror 
Oil City 104.9 99.3 97.4 


The Julius Mathews Special Agency, Inc. 


104 SALES MANAGEMENT 


RETAIL SALES FORECAST ¢ 


See the Survey of 
Buying Power for 
} ~} my =f sales 


pot cane Fa 
FOR AUGUST, 1957 © 


RETAIL SALES FORECAST 
(S.M. Forecast for August, 1957) 
City 
City City Nat'l 
Index Index Index $ 
1957 1957 1957 


"Ss vs. vs 


(Million) 
August 
1948 1956 1956 1957 


Pennsylvania (cont'd.) 
Philadelphia 132.1 97.7 95.8 225.49 

® Pittsburgh 134.9 107.2 105.1 96.10 
Reading 125.6 94.8 92.9 14.28 
Sharon 125.1 96.3 94.4 4.52 
Scranton 112.7 96.7 948 12.57 
Wilkes-Barre 102.7 99.0 97.1 9.57 
Williamsport 131.4 100.0 98.0 6.40 
York 163.5 95.3 93.4 10.83 


Rhode Island 
134.1 
Newport 138.0 
Providence 119.4 
Woonsocket 111.9 


South Carolina 
156 98.2 


%& Charleston 169 103.7 
®& Columbia 167 y 100.0 
Greenville 57 95.2 


Spartanburg 118.2 94.5 


South Dakota 


108 
Aberdeen 97 
Rapid City 172 
Sioux Falls 120 


Tennessee 15 99.0 259.36 
Chattanooga 5 Z 97.3 21.43 
Knoxville d 94.3 20.13 

% Memphis 53.8 102.6 58.68 


Nashville 5° 99.5 


Texas 
Abilene 

% Amarillo 

& Austin 

w® Beaumont 

w& Corpus Christi 
Dallas 

w El Paso 

w& Fort Worth 

w& Galveston 

%® Houston 
Laredo 

Ww Lubbock 

w Port Arthur 


AUGUST 


RETAIL SALES FORECAST 
(S.M. Forecast for August, 1957) 

City 

City Nat'l 

Index index $ 
1957 (Million) 
vs August 
1956 1957 


Texas (cont'd.) 
San Angelo 154.4 98.3 7.33 
San Antonio 59.1 7 49.62 
Texarkana 124.9 2 5.25 
w® Tyler 159.9 7.29 
Waco 150.2 t 12.10 
Wichita Falls 55.3 94.2 9.4) 


Utah 164.6 
*& Ogden 153.6 
®& Salt Lake City. 186.8 


Vermont 100.6 
%® Burlington 5 102.0 
w® Rutland 100.3 


Virginia 163.0 296.84 
& Danville 136.9 5.89 
Lynchburg 129.2 6.42 
Newport News 134.0 4 7.99 
w® Norfolk 166.0 31.59 
Portsmouth 163.0 ] 8.90 
%& Richmond 140.8 ] 36.68 
Roanoke 136.8 98 12.72 


Washington 145 
Bellingham 94 
Everett 
Seattle 
Spokane 
Tacoma 


Yakima 


West Virginia 
134.0 
% Charleston 141.1 
%® Huntington 156.2 
Wheeling 37 


Wisconsin 141% 
& Appleton 177.6 
& Beloit-Janesville 153.6 
Green Bay 
Kenosha 
La Crosse 
Madison 
® Milwaukee 
Oshkosh 
Racine 
& Sheboygan 


Superior 


Wyoming 
w& Casper 


Cheyenne 


RETAIL SALES FORECAST 
S.M. Forecast for August, 19 


City City 
Index Index 
1957 (Million) 
vs ¥ August 
19 


Canada 


Alberta 
Calgary 


Edmonton 


British Columbia 
Vancouver 153.1 


Victoria 152.7 


Manitoba 


Winnipeg 108.0 


New Brunswick 
Saint John 129.7 101-4 


Nova Scotia 
Halifax 131.6 


Ontario 
Hamilton 101.1 
London ] 9.9 
Ottawa » 1009 
Toronto + 1054 


Windsor 92.1 


Quebec 
Montreal d > Ol 


Quebec 27.8 99.6 


Saskatchewan 
Regina 145.9 


NEWPORT 


RHODE ISLAND'S RICHEST MARKET 


The Newport market offers you the richest 
potential in the state. Family income in the 
county is $7,144, peaks to $8,063 in the 
city—where 61% of the county's population 
live. This $128 589,000 market is beyond the 
reach of outside newspapers 's dominated 
by the Daily News. 100%, coverage of the 
city, 63% of the entire county 


The Newport Daily News 


Newport County's Only Daily 


Largest Circulation 
in Southern Rhode Island 


Represented by 
The Julius Mathews Special Agency, Inc. 


Bigger than they look, lots bigger! 
Nevada's two major market centers 
mean far more in sales than popu 
lation alone would lead you to be 
ieve. Here are the rankings 

LAS VEGAS RENO 


(Clark (Washoe 
County) County) 


Population 182 193 

Spendable Income 145 176 

Retail Sales, Total 146 166 
Food Sales 145 185 
Drug Sales 124 73 
Gen'l Merchandise 168 163 
Apparel 128 154 
Home Furn'gs 151 165 
Automotive 149 161 
Filling Stations 100 154 
puree: SRDS, May 1957 

Mighty important when setting adver 


tising budgets for these basic Nevada 
advertising media! 


LAS VEGAS 


REVIEW-JOURNAL © KORK-AM 
KLRJ-TV from HENDERSON 


RENO > ELY 


KOLO-TV ® KOLO-AM TIMES 


Give Something Different! 


Any Calling Card or 
Personal Signature 
Faithfully Reproduced as 


CUFF LINKS 


Tired of sending the same old gift? Here's something 
refreshingly new! On lifetime metal we'll handcraft 
beautiful Cuff Links of Tie Bar, reproducing any 
business or calling card completely, or any signature 
or trademark, A treasured keepsake for your customers, 
prospects, employees, friends. Satin Silver Finish: 
CUPF LINKS, $7.95 pair; TIE BAR, $4.95. Gold 
Plated: CUFF LINKS, $8.95 pair; TIE BAR, $5.50. 
Tax included, Gilt-boxed. Special discounts for 430 
or more. Will drop ship if desired. Allow 2 of 3 
weeks for delivery. Order for yourself and others 
Satisfaction guaranteed. Send calling cards of signa 
tures you wish reproduced. Specify items and whether 
Silver or Gold. Check with order unless rated, No 


C.O.D. please 


W. N, DRESDEN & ASSOC., Mfrs. 


Dept, 8-3, 179 W. Washington, Chicago 2, Ill. 
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SALES GAINS AND LOSSES 


Topp Industries, Inc., 


and General 


Electric Co. share top honors in this 


compilation of company sales gain and loss reports. Topp registered a 200% sales 
increase over last year, whirling upward from $3 million sales for the 1955-56 
fiscal year to $9 million for the year ended April 30, 1957. 


General Electric’s 8% sales increase in the first half of 1957 over last year’s 
first six months enabled the company to break the two-billion-dollar mark. For 
the first two quarters of 1956, G-E reported sales of $1,959.9 million. This year 


the figure is $2,121.3 million. 


Key—f. is for fiscal year. 
Figures in millions of dollars. 


Company Period 


Albemarle Paper Mfg 12 wks 
American Box Board 6 mo 
American Enka Corp 12 wks 
Amer. Forging & Socket 6 
American-Marietta Co 6 
American Monorail 6 
American Vitrified Pdts 
Artioom Carpet Co 

Austin, Nichols & Co 

Avco Mfg. Co 


Bassett Furniture Ind 
Beatrice Foods Co 

Blue Bell, Inc 

Bogue Electric Mfg. Co yr 
Brown-Forman Distillers Corp. f 


Central Soya Co., Inc 9 mo 
Champion Paper & Fiber Co. f 
Collins & Alkman Corp. 3 mo 
Cook Paint & Varnish mo 
Continental Can Co mo 
Cribben & Sexton 


Dana Corp 

Douglas Aircraft Co., Inc 

Drackett Co 

du Pont (E. 1.) de 
Nemours & Co 

Duro-Test Corp 


Eagle-Picher Co 
Elliott Co 
Erie Forge & Steel Corp 


Fairbanks, Morse 6 mo 
Fedders Quigan Corp 3 mo 
Fleming Co., Inc 24 wks 
Foote Bros. Gear & Mach, 28 wks 


General Electric Co 6 mo 
General Paint Corp 6 mo 
Glidden Co 9 mo. 
Glitsch (Fritz W.) & Sons 6 mo 
Gregory Industries, Inc yr 


Hall (C. M.) Lamp 
Harnischfeger Corp 
Hooker Electrochemical 


Co 


Indian Head 


1,958.9 
6.0 
166.3 
44 

5.0 


Company Period 1957 


Kaiser Steel Corp 5 111.7 


Marmont Automotive 

Products, Inc 6 mo. 
McCloud River Lumber Co. yr 
McCord Corp 9 mo 
Murray Corp. of America 9 mo. 


Northrop Aircraft, Inc 7) 


Orangeburg Mfg. Co 24 wks. 


Pettibone Mulliken Corp, 
Pickering Lumber Corp 
Piper Aircraft Corp. 
Plough, Inc 

Porter (H. K.) Co., Inc. 
Poloron Products, Inc 


Rayonier, Inc 6 
Roper (George D.) Corp 
Rose Marie Reid 12 
Russell (F. C.) 


Sealright-Oswego Falls 6 mo 
Sheaffer (W. A.) Pen Co. 3 mo. 
Solar Aircraft Co. yr. 
Southern Materials Co. yr. 
Spencer Kellog & 

Sons, Inc wks 
Stuart Co 


Thermo-King Corp 
Timely Clothes, Inc 
Topp Industries, Inc 


United Aircraft Products, 
Inc 

U.S. Ceramic Tile Co, 

U.S. Shoe Corp 


Waste King Corp 
Wood (Alan) Steel Co 
Woodall industries 


Zonolite Co 


SALES MANAGEMENT 


Advertising Checking Bureau, Inc. 
Agency: Harris & Bond, Inc 
The Advertising Council, Inc. 
Aero Mayflower Transit Company, Inc. 
Agency: Caldwell, Larkin & 
Sidener-Van Riper, Inc 
Air Express Division, 
Agency, Inc. 
Agency: Burke Dowling Adams, Inc 
Akron Beacon Journal 
Agency: McDaniel, Fisher & Spelman 
Altoona Mirror 
American Chain of Warehouses, 
Agency: Caldwell, Larkin & 
Sidener-Van Riper, Inc 
American Tele 
(Long Lines 
Agency: N. W. Ayer & Son, | 
Architectural Record 


Railway wastes | 


Batten, Barton, Durstine & Osborn, Inc. .. 
Bethiehem Globe-Times ... 
Agency: Gallagher-DeLisser, Inc 
Better Homes & Gordens 
Agency: J. Walter Thompson Company 
Biddeford Journal 
Boca Raton Properties, Inc. 
Agency: August Dorr Associates 
Burgoyne Grocery & Drug index 
Agency: Guenther, Brown, Berne Calkin & 
Withenbury, Inc 


Chicago Tribune . 4th Cover 
Agency: Foote Cone & Belding 
Chilton Company 
Agency: Gray & Rogers 
Cincinnati Times Stor — i 
Agency: Richard F. Peck Agency 


26-27-92-93 


Dell Publishing Company .... , 
Agency: Robert W. Orr & Associates 


Detroit Free Press , 
Agency: Kari G Behr, Inc 


Wm. Dresden & Associates 
Agency: Harry Schneiderman, 


The Elks Magazine ceuneee 
Agency: The McCarty Company ‘Inc 


Elyria Chronicle-Telegram 


Fast Food 


General Outdoor Advertising 
Company .. 
Agency McCann-Erickson, Inc 
The Goodyear Tire & Rubber Company .. 17 
Agency: The Kudner Agency, Inc 
Greensboro News-Record 
Agency: Henry J. Kaufman & Associates 
Grocer Graphic 


2nd Cover 


The Schuyler Hopper Company 


Industrial Distribution 
Agency: Royal and DeGuzman 


Industric! Equipment News 
Agency: Tracy, Kent & Company 


Augusta Kennebec Journel 


KODE-TV .... 
Agency The Wexton Company 


Lassiter Corporation .. 
Agency: Smith, Hagel & Knudsen. Inc 


Little Falls Times 


McCall's Magezine . 
Agency: Donahue & Coe 


Market Statisties . : 
Marsteller, Rickard, Gebhardt L Reed, 
Middletown Press 


AUGUST 2, 1957 


ADVERTISERS’ INDEX 


This index is provided as an additional service. 
The publisher does not assume any liability for 
errors or omissions, 


Giles Managemen 


ADVERTISING SALES 


VICE-PRESIDENT, SALES 
Randy Brown, Jr. 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst. to Vice-President, Sales 
Caroline Cioffi 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Charles J. Stillman, 
Jr., John C. Jones, Elliot Hague, 
Howard Terry, Robert B. Hicks, 386 
Fourth Ave., New York 16, N. Y. 
LExington 2-1760. 


Chicago—C. E. Lovejoy, Jr., West 
ern Advertising Director; W. J. Car- 
michael, Western Sales Manager; 
Thomas S. Turner, John W. Pearce, 
333 N. Michigan Ave., Chicago |, 
Ill, STate 2-1266; Office Mgr., Vera 
Lindberg. 


Pacific Coast—Warwick S. Carpen- 
ter, 15 East de la Guerra, Santa Bar- 
bara, Calif., WOodland 2-3612. 


The Milwoukee Journal 
Agency: Kiau-Van Pietersom Dunlap 
Associates, Inc 
Minneapolis Star & Tribune ...... 
Agency: Batten Barton Durstine & 
Osborn, Inc 
Modern Machine Shop . ' 
Agency: Julian J Behr Company 


Nation's Business 
Agency: Gray & Rogers 
National Blank Book 
Agency: Sutherland-Abbott Advertising — 


National Folding Box Company, inc 
Agency: Smith, Hagel & Knudsen, Inc 
Newsweek .. epeees 
Agency Bryan Houston Inc 
New London Day 
Agency: Gordon Schenferber a Associates 
Newport News 
Norristown Times-Herald 
Norwalk Hour 
Norwich Bulletin 


Omega Watches . 
Agency: Lewin, Williams & Saylor, Inc 
Orchids of Hawaii 
Agency: Jerry Goldstein Advertising 


Parent's Institute 

Agency: Friend-Reiss Advertising 
Phoenix Republic & Gazette 

Agency: Advertising Associates 
Portiand Press Herald Express 
Prairio Farmer 
Agency: E. H. Brown Adverti ising 
Progressive Architecture 

Agency: The McCarty Company, Inc 


Purchasing Magazine . 
Agency: The Schuyler Hopper Company 


Reply-O-Letter , 
Agency: Mahoney & Howard, Inc 
Reynolds Metals Company 
Agency: Buchanan & Company, Inc 
Roanoke Times & World News 
Agency: The Kaplan Agency, Inc 
Rome Sentine! 


Salisbury Post 

Saturday Evening Post 
Agency: Batten, Barton, Durstine & 

Osborn, Inc 

Sloves Mechanical Petes Company 76 
Agency: Posner-Zabin Advertising 

Southwestern Publishing Company 106 
Agency: Doyle & McKenna Advertising 

Spokane Spokesman Review & Chronicle .10-11 
Agency: Virgil A. Warren Advertising 

Stomford Advocate 100 

Steinman Stations, Inc 14 
Agency: John Gilbert Craig Advertising, Inc 


Texlite, Inc 79 
Agency: Rogers & Smith 
This Week Magazine 13 
Agency: Benton & Bowles, Inc 
Time Magazine 
Agency: Young & Rubicam, Ine 
Toledo Biede & Times . 65 
Agency: Blaco Advertising Agency 


Ird Cover 


United Air Lines (Cargo) 
Agency: N. W. Ayer and Son, In 
Utica Drop Forge & Tool Corp 
Agency: Zimmer Keller & Calvert, in 


WDBJ-TV (Roanoke) . 

Agency: C. N. Snead Advertising Agenc 
WHEBF (Moline-Rock Island) 

Agency: Clem T. Hanson Company 
WKY-TV 

Agency: Grant Advertising, Ine 
Wall Street Journal 

Agency: Martin K. Speckter “Assoc jates 
Waterville Sentinel . : 
Webster Electric Company 

Agency: Franklin Advertising 
Westinghouse Broadcasting Company 

Agency: Ketchum McLeod & Grove, in 
Wheaton Von Lines, Inc. 

Agency: Poorman, Butler & Associates. Inc 
Woonsocket Call . 

aqeney Gordon Schonfarber & Associates 


ne 


Young & Rubicam, inc. 


THE SCRATCH PAD 


By T. Harry Thompson 


y ou re 


getting old when the gleam in your 


\lid-summer reminder: 


from the sun hitting your bi 
here, 
° 
a bright future for the 
new chick Varsity Shaver. Nice 
shape, nice size, with single cutting 
head about a half-inch longer than on 
earlier models. Priced at a modest 
417.50 
e 
I’xecutive sweet 
+ 
: One who loves his fel 
with gravy.—Se//. 
. 


low ier 


| never got beyond this title for a 


‘Noah’s Architect.” 


short tory 


li | have my German on straight, 
the little Porsche car should appeal 
to lady lawyers. 

. 


bron 


ahcionado/), 


(and I’m an 
packaged air-condition 
ing has one more river to cross before 
it expands its market: The elimina 
tion of noise! The better electric fans 


where | sit 


have cut hum and vibration to a mini 
mum. Lhe room-air-conditioner must 
match the fan in quiet if it’s going to 
sel] 1 quantity 


. 
tna Kelley reports a sign you may 
have seen in Atlantic City: ‘““T-bone, 
$5, With meat, $4 te 
2 
Ky the time I found out, through 
the \lmanack published by Brooklyn's 
trevoort Savings Bank, it was all 
over Be Kind to Raisins Week.”’ 
7. 
Paul MeCay 


language in the Maine woods: ‘This 


reports some sign 
is Cyod ountry Don't set it on fire 
and 1! iK¢ t look like hell!’ 

o 


i Name ‘ Dep ae \ssist 
ing manager of West Bend 
maker of 
Kitchen \ good friend ot 
i¢ of Marketing by the 


cooking uten 


K. A. 


Cleaver 


Rogahn, of Waukesha’s 
Brooks Co., sends another 
version of the Chinese story printed 
here: Chan was surprised to find the 
thief a bear with feet of a human boy. 
As the bear removed a teak-log from 
the floor and started to leave, Chan 
shouted: “Stop or I'll shoot, O boy- 
foot bear with teak of Chan.” 

° 

For the fourth successive year, the 
lilmstrips on Current Affairs pro 
duced by The New York Times have 
copped an award from Scholastic 
Magazines. ‘This year’s winner: 
“Presidential Conventions and Can 
didates,” 

e 


Remember when a standard com 
position-book was a_ nickel every- 
where? In a cut-rate store, you can 


now get one for 25 cents or 49 cents, 
depending on the number of pages. 
. 

American Trade Publishing’s Bert 
Heflin says “tejas’” is Indian, not 
Spanish, Dave Garroway and your 
reporter to the contrary notwith- 
standing. 

. 

Simoniz Floor-Wax 
Nice! 

* 

John D. Rockefeller said: “I pay 
more for the ability to deal with peo- 
ple than for any other.” 


“child-proofs 
your floors.” 


» 

Headline on  help-wanted ad: 
“Salesman, Age Over 40.” That's a 
refreshing switch. 

7 

You might admit to “athlete's 
foot,” but you'd hate to tell anyone 
you have “dermatomycosis pedis. 

a 

There must be a more revolting 
name for a cocktail than “Bloody 
Mary.” We're not trying! 

° 

Repeated by request: The dime is 
not entirely worthless. It makes a 
pretty fair screwdriver. 


Yelling isn't necessarily selling! 


If a door-to-door salesman should bark at your wife like a sea-lion, 


the way some announcers do on radio and television, she’d let him have 


it with the flat of a broom and slam the door in his face. 


Back there when the Silver-Masked Tenor was must listening on 


radio and people wouldn't go to the movies till Amos ’n’ Andy had 


signed off, some unknown character in some forgotten advertising 


agency told some frightened announcer to Punch It Up when he read 


the commercial. 


That was the start of it all .. . the beginning of unnatural conversation, 


the nascent rebellion of 


the unseen audience against announcers, 


commercials, and, to a large extent, advertising in general. 


You may be tired of Arthur Godfrey, but the redhead never yelled 


at you in his life in order to sell 


you a pot of tea. Nor did Art 


Linkletter. These fellows still act as though you had invited them into 


your home, and you were neither deaf nor dumb. 


There are others, of course. One of the Herlihy boys has been doing 


the Kraft Cheese commercials 


years and never sounds like a 


pitch-man with one eye on the suckers and another on the cop. 


The crusade against yelling commercials has been going on for a 


long time. Too long. This is just one more feeble effort in behalf of 


noise-abatement on the airways. 


SALES MANAGEMENT 


THE TIME READER*..as seen by 


MAN OF LETTERS 


SPORTSMAN 


TIME 


KTIME offers the Liggest concentrated circulation 
audience of best customers and influ 
ential people in the United States today 
Nevertheless, Eloise exaggerates. Not 2,100,000 

all TIME readers are haunted by little 


girls when they stop at hotels 


Who taught the blase 
bachelor to rock ’n roll in Chicago? 


Like most blasé bachelors, Homer Fizzleton cared 
a lot about ladies under 35 but very little about 
teen-agers. 


SL 
C4, yr C, 42. To him ‘real cool’’ 
%\ Ke ee 
> signified a faulty heat- 
ing system; and “See 
you later, alligator”’ 
was something Marlin 
Perkins might say as 
he went out to lunch. 


In other words, Homer wasn’t hep. 


Mr. Fizzleton was a soft drink bottler who sold all 
kinds of Fizz—fruit drinks, cola, root beer, ginger 
ale and club soda—to the thirsty Chicago market. 


Which is a real cool business. 


Jecause Chicago men, women and children consume 
in their homes an average of 89 bottles of soft drinks 
a year. (This doesn’t count ‘“‘on-premise’’ consump- 
tion, such as vending machines, 
soda fountains, etc.) And the 
Chicago market soaks up a yearly 
quota of 548 million 6 oz. bottles 
of soft drinks. Which is quite a 
quaffing quota. 


And with only a modest advertising expenditure, 
Fizzleton’s Fizz had walked off with third place in 
Chicago’s great soft drink marathon. 


But the question remained as to whether or not 
Fizzleton was capitalizing to the fullest extent on a 
great potential. And that’s where our friend Joe 


from the Chicago Tribune came in—with a detailed 
analysis of Chicago’s soft drink market. To wit: 


Fizzleton’s Fizz, just like Mr. Fizzleton, rated par- 
ticularly well with ladies under 35. But they aren’t 
the ones most important to the soft drink business. 
(Housewives under 35 ac- 

count for only 36°, of soft 

drink sales Soft drink 

volume is highest (53°, ) 

when the housewife is older, ( & y) 

between 35 and 54, with 

teen-age children. 


And apparently there’s the clue to the 
whole soft drink situation. 


According to research, the soft drink business is 
largely controlled by the teen-age set. In fact, 70- 
75°, of Chicago's total soft drink business comes from 
families with children under 19. And that’s just 
where Fizzleton fizzled. His position was strongest 


among childless families. 


So Herman decided he’d better start to rock the 
bop (Joe supplied the ’ wi 
teen-age audience f 5 y 

~aY Le 1 On 
began torollin Chicago. CO OQ yo ag Nae 


and Fizzleton’s Fizz dite <a 


y 7 
Now maybe you sell hard candy or hardware instead 
of soft drinks, but if you want to sell more of them 
to teen-agers in Chicago, call on Joe. Nobody knows 
Chicago like the Tribune. Nothing sells Chicago 
like the Tribune. And Joe’s the joe to give the 
facts to you. 


Chicago Gribune 
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